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-- IRWIN 62T 
Bits in HERMETICALLY 
SEALED TUBES... 


Irwin comes through again! Another improve- 
ment for their IRWIN 62T and BLUWIN 162T 
*HI-LITE Finish Auger Bits at NO ADVANCE 
IN PRICE. Now all 62T and 162T HI-LITE Finish 
Bits are “SELLOPAK-ed in hermet- 
ically sealed tubes of moisture-proof 
cellophane. Positive protection like 
this, guards the glistening HI-LITE 
ies aes” antiies Finish against the ever-present dan- 
ine am ee sais aa ger of rust, caused by dampness and 
age. handling of the bits by customers. 


*The names HI-LITE 
and SELLOPAK are 
IRWIN trademarks 
Registered with the 
U. S. Patent Office. 


{ 
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Furthermore, the red protective cork that 
guards the cutting head of every IRWIN 62T 
and BLUWIN 162T HI-LITE, assures you and 
your customers that the cutting head is free 
from damage and in perfect cutting 
condition. All these extra sales fea- 
tures are available in IRWIN 62T and 
BLUWIN 162T HI-LITE Bits—SELLO- 
PAK-ed in hermetically sealed tubes 
of moisture-proof Cellophane AT NO 
EXTRA COST! SELL IRWIN AND 
SELL MORE. Ask your jobber. 


THE IRWIN AUGER BIT COMPANY 
WILMINGTON, OHIO, U.S. A. 
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even a trained seal cannot match 












1—SWINGING SAM- 
PLER, holds 100 brush- 
es from 3-Point Line. 


| 2—COUNTER SAM- 


PLER, holds 67 brush- 


|| es from 3-Point Line. 


3—VARIETY VEND- 
ERS, in eight different 
groupings from 3- 
Point Line. 


FROM MASTER PAINTER TO TOUCHER-UPPER 
BRUSHES FOR ALL IN YOUR 3-POINT LINE 


Factory-born ideas would not do when the Wooster 
3-Point Merchandising System was created. Dealers’ 
actual sales records dictated the brushes for this con- 
densed line, so scientifically balanced that it provides a 
brush for every customer and a price for every pocket- 
book. Here are the 26 fastest selling numbers in the 
entire Wooster line, packaged in your choice of three 
displays. Let your jobber salesman prove how this 
sensational plan also means a good balance on the 
profit side of your ledger! 


THE 3-POINT MERCHANDISING SYSTEM 


for selling 


| WOOSTER «= BRUSHES 


THE WOOSTER BRUSH COMPANY 





WOOSTER, OHIO 
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this advertisement i 
in the June 10th Sat- 
urday Evening Post 


HE WORLD OF TOMORROW 


The YALE exhibit in the New York World's Fair 
is of great historical and educational interest. 
Outstanding among its many features is a re- 
markable collection of ancient locks. Contrasted 
with these relics of the past are the YALE-made 
. Locks of today, the last word in modern design, 
Main YALE exhibit—Metals Workmanship and security. 


Building, near Tryion and 


Perisphere. Other displays THE YALE & TOWNE MFG. Co. 
in Home Building Products STAMFORD, CONN., U.S.A. 
Center Canadian Division: ST. CATHARINES, ONT. 


In T 
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A Complete Line 


Cabinet Hinge No. MC1521 A ae 

(Wrought Steel) Gttesn Pee. — 
Cabinet Hinge No. MC152114 No. Mcl 52215 a ag ae noes 4 

(Wrought Brass) (Wrought Brass) for Lipped Doors 

No. MC129914 
for Flush Doors 

Cabinet Latch 
Drawer or Cabinet Pull No. MC4298 

No. MC4488 


Knob Pull 
No. MC4485 











Knob Pull 
No. MC4484 





Drawer or Cabinet Pull 
No. MC4478 


STANLEY “MULTICHROME’’ 


FIVE COLORS FROM ONE STOCK 


Dealers everywhere have hailed the new line of Stanley “Multi- 
chrome” Kitchen Hardware as a welcome solution to their stock 
problem. All you need is a stock of the hardware and an inexpen- 
sive selection of “Multichrome” color inserts. Any of the items can 
be instantly fitted with the decorative color your customer wants. 

It's the latest thing in kitchen decoration, and Stanley advertising 
has introduced it to builders and architects everywhere. It’s made 

for lasting satisfaction: the interchangeable inserts retain their clear, 
CHOICE OF FIVE COLORS bright colors always. Put “Multichrome” in your want book now. 


Black — Red — Ivory — Blue — Green or write for descriptive literature. 
All hardware is brass (except choice of brass or steel in 


hinges). Furnished in whatever color s ified. Extra in- THE STANLEY WORKS. New Britain. Conn. 


serts in the various colors can be purchased separately. 











Trade Mark 


HARDWAR E FOR CAREFREE pdpDOoOOR §S 


4 HARDWARE AGE 


















seu. Pennuernon ... 


NOT JUST “WINDOW GLASS” 














A GOOD window glass should be pleasing to look 
through, and pleasing to look at. Pennvernon Window Glass is both 
. .. to an unusually high degree. Its transparency permits clear, 
satisfying vision. And its reflective, brilliant surfaces insure greater 


exterior beauty in buildings with Pennvernon windows. 


Do, PITTS BURGH, 77 
PLATE GLASS COMPANY @ 


Makers of WALLHIDE PAINT - WATERSPAR ENAMEL AND VARNISH - SUN-PROOF PAINT - FLORHIDE + POLISHED PLATE 
GLASS - MIRRORS - PENNVERNON WINDOW GLASS - DUPLATE SAFETY GLASS - PITTCO STORE FRONT METAL  .- 
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Distributors of PC GLASS BLOCKS and CARRARA STRUCTURAL GLASS 
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See the new Florence 

“Heaters at the Shows: 
CHICAGO: June 5-17 

Permanent Exhibit 

1475 Merchandise Mart 
HIGH POINT, N.C.: June 19-July 1 

Southern Exposition Building 

9th Floor 


NEW YORK: July 10-15 
Housewares Show 
Hotel Astor—Spaces 174-175 
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+ A LEADER WITH REAL SALES LYp 


Here’s the big fall leader you'll be looking 
for—a brand new combination of beauty, style 
and value. This outstanding heater will be 
available in both sleeve and pot type models. 
And it’s backed up by 20 other leaders, fast 
sellers all. 


The big Florence line for ’39 has everything 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kan- 
kakee, Ill.; Sales Offices: 1475 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, Dallas; 
and 2730 16th Street, San Francisco. 


it takes. You'll find rich exteriors in both Pep- 
pertone porcelain and Crystone finish, and lots 
of snappy chromium trim. With every needed 
size and style, you can meet all comers at the 
price they plan to pay. . . . Be sure to see the 
line and get the new plans for fall from the 


Florence man. 


AND POCKETBOOK 
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FLO RENCE, HEATERS 


MODELS FOR EVERY NEED 
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LEFT: A complete line of TueRmMos brand vacuum bottles 
for every occasion. 


BELOW: Picnic Case —sells complete with your customer’s 
choice of THerMos brand bottles. 





@ It’s no gamble when you handle Thermos brand 
vacuum bottles—lunch kits—food jars. They’re all 
summertime “naturals.” 

Your customers ask for “‘ Thermos’”— want the 
brand they know is best. Cash in on Thermos popu- 
larity and Thermos advertising. Feature Thermos 
brand bottles and picnic equipment—jug sets—ice 
tubs —for summer volume! Order from wholesaler. 


THE AMERICAN THERMOS BOTTLE COMPANY © Norwich, Connecticut 


Thermos Bottle Company, Limited, Toronto. Thermos Limited, London, 


1 FREE WITH 6 
Double Display Package No. 3934 


BUY: Four No. 34QA and Two No. 7Q@ Thermos brand 
vacuum bottles. 


FREE: One No. 7Q Thermos brand vacuum bottle; One 
attractive slipover bottle display; One wire rack for 
displaying nested cups. 


Offer Expires July 31,1939 
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with Bethlehem Galvanized Roofing 


VERY building on the farm offers a potential roofing 
E profit to the dealer who handles the popular Beth- 
lehem line of bright, sturdy galvanized roofing and ac- 
cessories. 

No matter how choosy your customer is about roofing 
design—there’s a Bethlehem sheet to meet his require- 
ments exactly: 


Stormproof roofing. This rain-tight, double-drain 
construction makes a roof that’s fire- and lightning- 
proof, neat to look at, one that’s attractive and appro- 
priate on any farm building. 


Roll roofing. Bethlehem roll roofing is smooth- 
seaming, protected against weather by a tight, durable 


coating of zinc. It’s easy to apply and makes a perma- 
nent leakproof job. 


Corrugated roofing. Bethlehem corrugated roofing 
is ideal for poultry shelters where purlins are widely 
spaced, and for strong economical siding. Furnished in 
all standard lengths with 1'/,” or 2!/,” corrugations. 


V-Crimp roofing. Bethlehem furnishes 2-V .. . 3-V 
. and 5-V galvanized steel roofing in all standard 
lengths. Sheets are brightly spangled full-gage steel, 
well suited to almost any installation. 
Stock the Bethlehem line. It will not only do a lot 
to help you get your share of the roofing profits in your 
district, it will build customer good-will as well. 





BETHLEHEM STEEL COMPANY 
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| pee MENDING THINGS you'll find 
that a great many folks make 
it a point to keep a friendly tube 
of Duco Household Cement handy. 


You see, Duco Cement is the 
flexible, transparent. waterproof 
cement which holds with a_ bull- 
dog grip on just about every- 
thing. Because it’s flexible, it’s 
ideal for repairing upholstery, 
luggage, awnings and shoes. Be- 
cause it’s transparent, it’s just the 
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thing for making lamp shades and 
paper articles .. . and for mend- 
ing glassware and china. Because 
it’s waterproof, even washing with 
boiling water and strong soapsuds 
won't melt or loosen it. 


Yes, and because Duco House- 
hold Cement is made by Du Pont. 
it enjoys acceptance on sight even 
among folks who have never used 
it. People know that the name 


Du Pont is assurance of top qual- 
ity in any product. 


Be sure you stock and display 
Duco Household Cement. You'll 
find it sells itself fast. And here’s 
that first step to take right now: 
Write us for net prices and com- 
plete details. E. I. du Pont de 
Nemours & Company. Ine., Wil- 
mington. Delaware. 


£6 us pat orf 


MEG. U. S&S PAT. OFF 


CEMENT 
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DoR-Way hardware makes 
every garage door your 
entrance to profits 


OTHING is more irritating than a 













garage door that won’t work. 


WILCOX 


That’s why there are more and more 


prospects for “DoR-Way” hardware. 


Sunoe” 





“DoR-Way” 
most profitable items you can carry. 


hardware is one of the 


“4 hanger for any Sells quickly and easily because iis 


door that slides’ 


superiority is evident and its price is 


so low. 





Richards-Wilcox Mfg. ©. 


“A HANGER THAT SULLD Ee 
AURORA, U.S.A. 


Branch Offices in Principal Cities 


FOR Y DOOR 


ELLEN OTS, 


“DoR-Way” 
garage door easy to operate, noise- 
less in operation and weathertight. Can 


hardware makes any 


be applied to old or new doors. Depend- 
able, sure in operation, easily installed. 
Backed by Richards-Wilcox’s 59 year 
reputation for utmost reliability. 


Begin making the extra profits “DoR- 
Way” hardware sends your way. Write 


now for details, prices. 
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@ You don’t have to “pull your punches” 
with this Extra Heavy Duty Crescent Hacksaw 
Frame. No. 1044 is all steel . . . ruggedly 
constructed with a solid (non-adjustable) 
frame that has plenty of “backbone”. It’s an 
ideal hacksaw frame for severe service be- 
cause it will withstand hard use—and abuse 
—and still give you the best that’s in your 
blades. 


Crescent Hacksaw Frames are made in u 
variety of styles, both adjustable and solid 


THIS 
CRESCENT 
HACKSAW 


is designed for 
severe service 


No. 1044. Extra Heavy 

Duty Frame. Non-Adjust- 

able—All Steel. 2 Sizes: 

10 and 12” x 344” depth 

a ies of cut. Price, 10”, $1.75: 
The Wittemann Co., Inc. 12”, $2 


frames, in all-steel, pistol-grip types and also 
with wood and composition handles. All 
moving parts are screw-machine made, thus 
assuring smooth operation with absolutely 
no binding. All Crescent Frames are hand- 
somely finished in heavy nickel-plate. Ask 
your hardware jobber about the Crescent 
Hacksaw line. A copy of the new Crescent 
catalog showing the full line of Crescent and 
Smith & Hemenway tools will be sent upon 
request. 


CRESCENT TOOL CO., JAMESTOWN, N.Y. 






CRESCENT itenenway TOOLS 
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Make a higher score this year. For big 
volume, aim your selling efforts at the 
big users—the painting contractors — 
the men whose orders for paint sup- 
plies run into real money. 


The more experienced and success- 
ful the painting contractor, the more 
likely he is to mix his paint with pure 
white-lead. Get him into the habit of 
coming to you for his white-lead. And- 
you'll probably sell him all the other 
items he needs. 


How? Easy enough! Stock and push 
Dutch Boy White-Lead—the first choice 
of painting contractors and other 
large users for many years—the item 
that attracts the volume buyers. 


Now — better than ever 


Break the good news to your white- 
lead customers that Dutch Boy has 
been stepped up in whiteness, hiding 
power and body. This means 
whiter whites and cleaner, 
sharper tints—increased cover- 
age—more solid-looking jobs. 


PPig-.. 


NATIONAL LEAD COMPANY—111 Broadway, New York ; 116 Oak 
St., Buffalo; 900 W. 18th St., Chicago; 659 Freeman Ave., Cincin- 
nati; 1213 W. Third St., Cleveland; 722 Chestnut St., St. Louis; 
2240 24th St., San Francisco; National-Boston Lead Co., 800 Albany 
St., Boston; National Lead & Oil Co. of Penna., 316 Fourth Ave., 
Pittsburgh; John T. Lewis & Bros. Co., Widener Bldg., Philadelphia. 

















Cash in on the increased de- 
mand for Dutch Boy that is re- 
sulting from these improve- 
ments. Use Dutch Boy displays 
in your store and window—start 
a “Dutch Boy” Department on 
your shelves. Jt pays, 





oa 





This is the slogan of the national advertising 
campaign on white-lead now being conducted by 
the Lead Industries Association. Tying up with 
this campaign will help your business. 








MAIN LIBRARY 





HARDWARE AGE 








is ee ee 


~~ Va 





MAIN LIBRARY 


JOHN H. VAN 





Vol. 143 No. 12 





GEORGE H. GRIFFITHS 
President and General Manager 


CHARLES J. HEALE 
Rditor and Vice-President 


Associate Editor« 
GEORGE G. HOY 
KENNETH A. HEALE 
GEORGE M. SANGSTER 
RUDOLPH 8. WILD 


ALBERT J. MANGIN 
“Who Makes it?” Rditor 


L. W. MOFFETT 
Washington Representative 


Contributing Hditors 
SAUNDERS NORVELIL 
ADON H. BROWNELL 


JOHN G. WILCOX 
Circulation Manager 


ADVERTISING DEPARTMENT 


L. V. Rowianps, Sales Manager 
239 West 39th 8t., New York 


BosTon : * 
CHAUNCEY F. ENGLISH, 140 Federai St 


New YORE: 
Hat G. BLODGETT, 239 West 39th St 
E. R. SANDIFORD, 239 West 29th St 


CLEVELAND: 


Wut J. Feppery, 709 Union Bidg.. 1836 Eucild Ave 


CHIcaco: 
KENNETH C. WARNER, 1012 Otis Bidg 
Org B. BERGERSEN, 1012 Otis Bidg 


San FRANCISCO, CAL.: 
R. J. Brrom, 155 Sansome St 


Los ANGELES, CAL. : 
KR J. Bikce, 641 Consolidated Bidg., 607 So. Hill &t. 


SUBSCRIPTION PRICES—United States, its pos- 
sessions: one year $1.00. Mesico, Central 
imertea, South America, 
colonies: one year $1.00. Canada $2.00 
Foreign countries not taking domestic rates 
one year $2.59. Single copies 15 centa each 








Published Every 
Other Thursday 


GE 


Publication Offices 


Chestnut and 56th Sts., 
Philadelphia, Pa. 


Established 1855, succeeding and embodying “Hardware” 
“Stoves and Hardware Reporter,’ St. Louis; 


TARDWARE 





Editorial and 


Executive Offices 


239 West 39th St., 
New York, N. Y. 


of New York; 
“The Western Hardware 


Journal,” Omaha; “Iron Age Hardware,” New York City; “The Hard- 
ware Reporter,” St. Louis; “Hardware Salesman,’ Chicago; “Hardware 
Dealers Magazine,’ New York, and “Good Hardware,’ New York 
EDITORIAL CONTENTS 
JUNE 15, 1939 
Just Among Ourselves, by Charles J. Heale 15 


Taking the Mystery Out of Builders’ Hardware, 


by Adon H. Brownell 18 


Pettee’s Celebrates “50 Progressive Years” 20 
Five Guides to Profits in Your Business, by George G. en 24 
They Have a Hardware Song in Brazil. 27 
Home Remodeling and Slum Clearance Mean Profits 29 
This Store Puts Customers in a Good Buying Mood 30 
American Business Does Not Seek War! by Charles J. Heale 32 
The Triple Mill Supply Convention 36 
Builders’ Hardware Supply Rooms 50 
The Segal and Norwalk Line of Builders’ Hardware 58 
My Hardware Week, by Saunders Norvell 61 
Hardware Men's Hobbies 23 News of the Trade 62 
Hardware Age Window Displays 34 What's New 74 
How’s the Hardware Business? 43 Hardware Facts 88 


After Hours! 48 


Hardware Age Fifty Year Club 56 “Who Makes It?” 


Copyright 1939 by Chilton Company (lInc.) 


ADVERTISING INDEX—PAGE 96 


Coming Conventions and Events 90 


92 








< 





Publication Offices 


Chestnut and 56th Sts., 
Philadelphia, Pa. 


Cc, A. MUSSELMAN, 


FREDERIC ©. STEVENS 


WILLIAM A. BAKBER, Treasurer 


DEVENTER 





Owned and Published by CHILTON COMPANY (Incorporated) 


JOSEPH 8 


JULIAN CHASE THOMAS L. 


Editerial and 


Executive Offices 


239 West 39th Bt., 


Officers and Directors 
President FRITZ J. FRANK, Hwecutwe. Vice-President 


Vice-Prexidents 


HILDRETH GRIFFITHS 


JOHN BLAIR MOFFETT, 


GEORGE H. 


KANE BUZBY P 





CHARLES S. BAUR G. CARROLL 





EVEKIT B. T 





New York, N. Y. 


ERHUNE 


Secretary 


M. FAHRENDORFE 








We told you that the new Wood shovels were 
really something —that they were “steeled against 
strain” above the socket, where 65% of all breaks 
occur. We told you that the I-Beam absorbs this 
strain without increasing the weight of the shovel 
beyond high efficiency, and that its members 
remain tight and firm under all weather conditions. 
But, like all good hardware dealers, you're “from 
Missouri” when it comes to product improvements. 
You want proof—so here are some of the com- 
ments our representatives got from hardware deal- 
ers and shovel-users when the new Wood shovels 
were demonstrated: 


“Greatest improvement ! have seen in shovels in 
25 years”. .. those are the very words of one 
hardware dealer after seeing how the new con- 
struction absorbs the strain when a shovel is ased 
for prying heavy objects. 

“Well, isn't that something? It beats them all”... 


that’s what another dealer said when he saw how 
simple the new construction is—and how effec- 





tive. He was particularly interested in the idea of 
using the principle of skyscraper strength in 
building shovels. 

“Be sure I-Beams are in all my shovels”... another 
dealer was convinced that it is by far the best 
answer to re-inforcing shovels where they need 
extra strength. Available in Wood's Tapered-Socket 
and Closed-Back shovels. Not available where 
strap welds are used. 

“I will give you an order for a carload of ‘C’ grade 
grain scoops, if you will furnish them with the 
I-Beam”. .. that’s how much one big jobber thinks 
of the new feature that makes Wood shovels 30% 
stronger in the “danger section” above the socket. 


‘START SELLING THEM NOW! 
The new Wood shovels are now available through 
the regular distributing channels. A folder is also 
being prepared describing the new feature, and 
will be sent to you on request as soon as it is off 
the press. But don’t wait for that. Take our word for 
it—and start selling Wood's I-Beam shovels now! 
The Wood Shovel and Tool Company, Piqua, Ohio. 


“IF IT’S A WOOD-IT’S GOOD!” 
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Informal Editorial Comments 





Chain Store Taxes :— 


Colorado’s Supreme Court has 
decided that voluntary and co- 
operative retail groups, using com- 
mon insignia, trade-marks, stand- 
ard advertising, standard store 
fronts, etc., are subject to chain 
store taxation on the same basis 
as corporate chain store groups. 
The test case that brought this 
decision involved some 35 inde- 
pendently-owned auto supply and 
hardware stores operating under 
a Gamble-Skogmo franchise or 
agency plan. Following this deci- 
sion, Coloradd’s state treasurer is 
quoted as saying similar action 
may be taken against all volun- 
tary and cooperative groups oper- 
ating in that state. North Caro- 
lina’s highest court made a similar 
decision in connection with a 
group of 42 drygoods stores op- 
erating under a franchise plan 
with Belk Bros., using Belk’s 
name, etc., in what appears to be 
a set-up similar to the Gamble- 
Skogmo plan. The Belk case has 
been petitioned for review to the 
U. S. Supreme Court and may be- 
come a federal test case on this 
important question. In another 
case in North Carolina, involving 
a group of gasoline stations, indi- 
vidually operated, but handling 
the same products and using the 
same insignia, etc., the U. S. Cir- 
cuit Court of Appeals has decided 
that North Carolina’s chain store 
taxes apply and must be paid. If 
the U. S. Supreme Court upholds 
the North Carolina decision in the 
Belk case there will likely be gen- 
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eral precedent for the 20 odd 
states with existing chain store 
taxes. This would be a serious 
problem for the many hundreds 
of retail hardware stores now par- 
ticipating in either voluntary or 
cooperative set-ups and might 
tend to change the current articu- 
late support of hardware dealers 
for chain store taxation. If, as 
has been suggested before in these 
columns, chain store taxes boom- 
erang back at independent deal- 
ers, there will be less inclination 
for organized hardware groups to 
support such legislative proposals. 





Portable Radios: 


Many leading makers are pro- 
ducing a line of portable, battery- 
operated radio sets priced remark- 
ably low. These compact sets may 
be carried about like a small suit- 
case, are completely self-contained 
and, under most local conditions, 
are entirely satisfactory. When 
the electrically-operated radios 
took the center of the stage it 
seemed as though battery-operated 
sets would be sold only beyond 
the power lines. For a time this 
was true, but that particular mar- 
ket turned out to be a huge vol- 
ume opportunity which today. 











by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


augmented by the portable sei 
trade, has boomed the radio dry- 
cell battery business and actually 
caused occasional shortages. The 
portable radio line should appeal 
to all hardware dealers, with or 
without the other radio lines in 
stock, as these complete units are 
small, easily displayed and dem- 
onstrated. They are decidedly 
novel as well as practical, and 
can be played almost anywhere— 
on a boat, on the lawn, in a car, 
on a picnic, etc. The batteries 
enjoy a reasonably long life, but 
in their replacement there is the 
added selling advantage of the re- 
peat sale that should attract hard- 
ware trade interest. While these 
portables are still relatively new 
they will have their most active 
sale particularly as the summer 
vacation season approaches. Ex- 
cept in certain metropolitan areas, 
prices have been fairly well main- 
tained in marked contrast to the 
price trend in the so-called midget 
sets that hook into the power line 


Midget Sets :— 


The midget sets have enjoyed 
more than two years of active and 
profitable sale. But step-by-step 
the prices have been hammered 
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One of the four sales-producing 
windows designed for True Value 
Stores which Hibbard Dealers in- 
stalled during National Hardware 
Week with highly profitable results. 


"Ts DAYS from May 4th to 13th were busy and 
profitable ones for Hibbard dealers. These dates 
marked the 9th Semi-Annual National Zrue Value 
Week. Hibbard’s buyers hit a new high in supplying 
dealers with timely, attractive bargains for corral- 
ling extra May volume and profits. Hibbard’s Dealer 
Service Department shipped tons of posters, pen- 
nants, price cards, ad mats and other material needed 
to insure the success of this sales event. 

True Value Week is only one of six comprehensive, 
store-wide promotions designed specially for dealers 
participating in Hibbard’s 8-Point Service Program— 





211 EAST 
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This Store-Wide Promotion Brought 


Extra Profits to Hibbard Dealers 
During National Hardware Week 


NORTH 
Ic as OS. 


mal IBBARD, SPENCER. RART 








Hibbard’s Model Store, as set up for National True Value Week. Timely merchandise, 
advertising and display material —all perfectly geared into an efficient selling plan. 


each designed to stimulate retail volume and profits. 
Moreover, there are 46 regular week-to-week pro- 
motions for everyday selling throughout the year. 

Hibbard promotions click because the merchandise 
and the timing are right, and the prices and advertis- 
ing are right. 

Nowhere, except at Hibbard’s, will you find such 
a complete, professional and systematic plan for in- 
creasing retail volume and profits. 

Decide now to join the ranks of those aggressive 
hardware dealers who are making real money the 


LETTS OC. 


WATER ST, 
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_ down to the point where such sets 


are offered at retail as low as 
$6.95 and then on terms by cer- 
tain chains and mail order organ- 
izations. When a radio set gets 
that cheap there can hardly be 
any worth-while margin for man- 
ufacturer, wholesaler or retailer. 
In discussing this situation with a 
radio manufacturer recently he 
countered with the argument that 
while manufacturers did not make 
much money on such low-priced 
sets the distributors enjoyed the 
“full margin.” Of course, my 
friend was talking about percent- 
ages which are not always a sound 
guide when considering profit and 
loss in retailing operations. 


‘Percentages’ :— 


Talk about margins reckoned 
in percentages often misleads 
dealers. On 10, 15 and 25-cent 
items a margin of 80 per cent is 
only 8, 12 and 20 cents respec- 
tively whereas a 20 per cent mar- 
gin on major items selling from 
$10, $50 and $100 provides $2 
$10 and $20 respectively and 
often these are as easily sold. 
Some balance must be maintained 
in determining what a dealer can 
afford to sell and what he cannot 
afford to sell looking at the ques- 
tion of margin from both the per- 
centage and the “dollars and 
cents” angles as well as the in- 
vestment required and the normal 
turnover. Rents, salaries, taxes, 
coal, light, and other costs of do- 
ing business must be paid in 
money not in percentages. There- 
fore, the somewhat arbitrary atti- 
tude of wholesalers and retailers 
about minimum percentage mar- 
gins stacked up against average 
overhead percentages can very 
easily confuse the situation and 
encourage interest in the wrong 
lines and discourage interest in 
lines that would help a firm make 
money. Some blending of the per- 
centage factor with the “dollars 
and cents” margin factor would 
develop a more accurate picture. 





Service and Supply: 


As thousands of convention 
speakers have explained at great 
length, the hardware business had 
its start as a “service of supply” 
furnishing needed equipment and 
parts for the growth of civiliza- 
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tion. In every community devel- 
opment the lines carried by hard- 
ware stores have played an essen- 
tial part in the building of the 
community and then in keeping 
its citizens supplied with the vital 
necessities of living other than 
food, drugs and clothing. Consis- 
tent with the growth and wealth 
of the community, the better mer- 
chants have broadened the scope 
of their services and supplies and 
have prospered accordingly. De- 
spite the inroads of chains and 
other competitive influences the 
retail hardware trade collectively 
has maintained an enviable low 
rate of mortality—as has the 
wholesale hardware field. And so 
we find the more successful hard- 
ware stores supplying almost 
everything but food, clothing, 
drugs and automobiles, and, there- 
fore, carrying widely assorted 
stocks offered at price ranges suit- 
able for their individual trading 
areas. Having a wide selection of 
services and supplies, the better 
hardware stores enjoy consistent 
store traffic—for it is easier to 
sell one line of merchandise where 
many other lines are available. 
particularly when the range of 
goods for sales include, as do 
good hardware store stocks, both 
essentials and luxuries. Yet we 
continue to find, too often, that 
hardware stores generally are not 
averaging a sufficiently high sales 
ticket per customer even though 


their stores seem very active dur- 
ing the greater part of the busi- 
ness day. 





More Selling: 


This all suggests that more sell- 
ing must be done both in the store 
and also outside the store on some 
planned basis, so that the aver- 
age sale per customer is substan- 
tially increased. Necessarily a 
hardware store must supply a 
wide circle of needs in the smaller 
price brackets for many such 
items are the very foundation of 
the business. To offset the small 
“dollars and cents” margins and 
the small gross sales of such busi- 
ness, major items, as well as sec- 
ond and third related items, must 
be aggressively and _ constantly 
promoted, with an eye open for 
actual “money margin” as well 
as the percentage margin. Many 
overhead costs are fixed and can- 
not be readily adjusted with the 
trend of sales volume, but obvi- 
ously fixed overhead factors are 
relatively less per dollar sale when 
the volume is substantially im- 
proved through the sale of higher 
priced major items with their 
greater net “dollars and cents” 
margins. That is why one must 
consider money margins as well 
as percentages and this is seldom 
done without a struggle for many 
of us are instinctively “percentage 
minded.” 


Measuring Men’s Worth 


“There’s no justice when some 
men make hundreds of thousands 
and others barely get by.” It’s an 
old plaint. The answer, just as 
true today as in Cicero’s time, is 
that the difference in men’s worth 
to society is even greater than the 
disparity in their earnings. A few 
make great demands on them- 
selves, meet difficulties half way, 
and pile up formidable labors in 
achievement. The great mass im- 
pose no demands on themselves. 
They wait to be told, play while 
the top-notchers work, spare their 
minds and bodies—and then won- 
der why they are paid no more. 

This much for willingness and 
initiative. It’s much the same 
story with ability. “Don’t be 
rushed into thinking that intellec- 
tual ability varies between a mark- 


ing range of, say, 50 to 100,” 
writes Professor Erwin H. Schell 
in Nation’s Business. “The dif- 
ference between extremes is prob- 
ably nearer the ratio of one to 
7,000.” 

If we consider the lowest an- 
nual earnings of an adult man 
working for wage or salary to be 
around $500, we might then ex- 
pect to find other men in this 
country earning 7,000 times that 
amount, or $3,500,000. But the 
latest figures from the Treasury 
Department show that there are 
no such incomes in this country. 
Only one was as much as one- 
third that amount. The able-men 
can claim with more justice than 
the sub-men that they are under- 
paid. 
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FTER the order has been re- 
A ceived, your next step 
should be a very careful 
listing or scheduling of the hard- 
ware. Some time ago James J. 
McEvoy, secretary of the J. G. 
Rogerson Co., Inc., Hudson, N. 
Y., wrote in a very interesting 
story of how he considered this 
subject one of decided impor- 
tance. Mr. McEvoy was kind 
enough to include a thoughtful 
paper on the subject for which 
we are indeed grateful. 

While I will not attempt to 
reproduce his article word for 
word, I will take the liberty of 
pointing out many of the well 
made points he expressed on the 
subject, as well as my own 
thoughts on the matter. 

After the sale, the proper sched- 
uling of the hardware is of utmost 
importance. Starting the schedule 
with the correct name of the job, 
architect and contractor’s name, I 
like first to list the keying infor- 
mation in full detail. 


Get a Receipt! 


Let me mention right here a 
very important matter. Always 
deliver the master keys themselves 
to the owner or his representative, 
the architect, and get a receipt for 
their delivery. 

The builders’ hardware engi- 
neer is indeed a trusted man. In 
all my years of experience I have 
never heard of a single case 
where that trust has been be- 
trayed. If master keys got into 
dishonest hands it would be a 
serious matter to the building 


owner. Keep your master keys 
locked up and only deliver them 
to responsible persons. Be sure to 
get their receipt and then put this 
receipt away as a permanent rec- 
ord. 


Methods of Procedure 


Now we come to matters of 
question of procedure that differ- 
ent builders’ hardware engineers 
disagree on, so I am going to 
give you two ideas. 

Mr. McEvoy, for example, sug- 
gests numbering each opening on 
the plan in the following manner. 
No. 1—1 Store Door Front East 
Left Hand 15% in. 

11% Pr. Butts 

1 Set Store Door Handles 

1 Door Closer 

1 Pr. Butts Transom 

1 Transom Lifter. 

Then he says when they call 
for hardware for Door No. 1 take 
these items, tie them together and 
tag them, listing the door num- 
ber and the goods furnished. He 
suggests using prefix B (B-1) for 
basement and for each upper 
floor add the prefix of that floor. 
(No. 301 for the third floor, for 
example. ) 

A great many builders’ hard- 
ware men do follow such a pro- 
cedure, but I honestly believe the 
suggestion I gave you in the Ele- 
mentary Course is better, and so 
I am going to show you how I 
would list the same opening ex- 
plained by Mr. McEvoy, as fol- 
lows: 

1 Sgle. Ent. Door, No. 1 Front 
East Store 3° x 7° x 5 in. x 1% 
in. L.H. 





By ADON H. BROWNELL 


Chapter 53—Advanced Course 


Scheduling Hardware 


ltem 1—14% Pr. Butts 


“« 2—1 Set S. D. Hdles. 
“ 3—1 Closer 

“* 4—1 Pr. Trans. Butts 
“ S—l #£Trans. Lift 


and then I want to tell you why 
[ prefer my system. I always ab- 
breviate wherever possible, but 1] 
believe in giving all necessary in- 
formation. Note that my list 
gives the width and height of 
door, the width and thickness of 
stile, as well as the hand of the 
door. 


It Pays to Be Exact 


It does take a bit longer to put 
all this information in and it 
pays to do so. Supposing the 
owner decides later he wants a 
kick plate. The width of the door 
is shown, or a threshold may be 
required. The proper back set to 
use is known because the width of 
stile is given, etc. 

I list the item number for each 
piece of hardware, instead of one 
number for the entire opening. 
First, you will note I do give the 
opening number in the heading, 
but every piece of hardware on 
the entire schedule carried a num- 
ber, too. 

Suppose the contractor only 
wants the butts sent out first to 
hang the door. Either by means 
of a label, as previously suggested, 
or simply by marking with a pen- 
cil Item No. 1 and No. 4, you 
send the butts out, checking them 
off the schedule as delivered. 
Then he may want the lock set 
to mortise the locks. Another 
shipment goes out, Item No. 2. If 
these were the first two shipments. 
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| would have the item checked 
and double-checked, the first item 
showing “A” shipment, the sec- 
ond “B” shipment, etc. All my 
delivery slip would show would 
be the item numbers for that par- 
ticular shipment which the con- 
: tractor would receipt for and 
, check against his own schedule. 
In a previous paragraph I 
spoke about “the front of the con- 
tract.” Here’s what I mean by 
that. Every builders’ hardware 
order is a contract to furnish the 


When I secure a contract I have 
a heavy cover of strong paper 
(many manufacturers furnish 
these on request). Each job car- 
ries a contract number. Let us 
say. for example, that it is con- 
tract number X347. 

On that cover there is a sheet 
which carries all necessary infor- 
mation—name and address of job 

name of contractor—to whom 
and where charged—to whom and 
where shipped—architect and con- 
tractor’s name—schedule for ship- 
























































hardware for that particular job. ping dates A-B-C, etc.. as ex- 
i 
H. D. Taylor Co. 
7 Buffalo, N. Y. 
| Builders Hardware Department 
Contract No X347 Date May 14, 193 
‘ 2 8 
: Type of Buildin 
) Z Store & Office 8 i 
ca Building Location__Main & High Sta., City 
' Owner Browne Shoe Co, : | | ae 
‘ Architect X- Y. Designer « ; re bom 
; 7 = Iriginal Bid 
i uilder Ae Be Constructor E 
; Astras 
P 5 Charge to Browne Shoe Co., Care of X. Y. Designe a 
2 ir 
, a Address #777 Front St., City 
' % Sbipto As Be Constructor Truak 
; ; < Vie 
. z in & High Sts., City Total ipa 
4 Order No. C1146 P ad 
fit | | 
[ Terms Net = . | 
: F. O. B.___ Building Site Credite ne 
2 7 ici - ~ Amounts 
é jerks Browne Shoe Co. Job a mek ‘ 
) itp Date \ | aa 
y ments ” 
; F mente Packages FPS gore 
i | Weight | Prepaid 
; - — Trask 3 Boxes = 2 Pres, Butts ome ai 
: pe 6 4 Cases - 1 Peg. Locks a 194 2 
‘ - 2/38 . 2 Cases Closers = 2 Bdle, L | = 
; 2 lifts - 7 Pegs. Miso, |1ap * S 
9 x - 
) a ee : 
G Ra is 
: a 
I ome 
y ; se fare 
i —_ 
) 2 i Bat 
$ ed | Ae . 
~ | aR 2 3 
. | ; ee mes 
———_ Charges Invoices Invoices i ove 
Re es ieneiageiecienianeneeeee 
; = a a Ls Date Amount Date im pees mia 
: etait Sila & ceil ite 
t 
r 
\ Front cover for builders’ hardware contracts 
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plained—terms—credit approval 
and the like, as illustrated. 

In between the cover I would 
put copies of all orders to fac- 
tory, copies of all letters referring 
to that contract, original estimate 
sheets and copies of quotations 
and order of acceptance of quo- 
tation. In other words, every sin- 
gle bit of information about Con- 
tract X347 would be under that 
cover. On large contracts, of 
special heavy binders 
would be used. Then I would 
have a fireproof place to keep 
these contracts when not in use 
and I would keep them there. 

Of course, the copy of schedule 
for architect and contractor would 
contain only the schedule. If I 
were writing anyone about any 
item on that schedule, I would 
refer only to the item number and 
force them to go to the schedule 
information is avail- 







































course, 


where all 
able. 

Many times you buy everything 
but the butts from your lock 
manufacturer and perhaps a few 
other small items. In such a case 
provide the factory with an or- 
der. My order number, no matter 
how many factories, would al- 
ways be the same, X347 on this 
particular contract, and the fac- 
tory would be instructed to put 
this order number on each ship- 
ment. % 

When it comes in you 
diately know what contract the 
goods are for. I would send in 
the schedule to the lock manu- 
facturer, calling for all items on 
that schedule except those marked 
out, which would in this supposed 
case be the butts and a few other 
small stock items. 

See how this works out on the 
case I used. For example, the 
factory does not need to write 
back and ask you the hand or 
thickness of door for the lock, 
etc., because all the information 

(Continued on page 54) 
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This cut-out panorama 
depicting four stages 
in the growth of the 
store was displayed 
above the marquee for 
the duration of the 
firm’s Golden Jubilee. 


The main floor as seen from the sporting goods department in 
the rear. Silverware and cutlery departments are in front. 


and store traffic improved a 

third during the Golden 
Jubilee sale and celebration of W. 
J. Pettee & Co., Oklahoma City, 
Okla., which was held from April 
17 to 29. During the celebration 
period the public was introduced 
to a completely remodeled first 
floor and basement incorporating 
the latest in display fixtures, floor 
arrangement and lighting. An 
open house party, newspaper pub- 
licity and radio programs focused 
attention on the celebration built 
around the beginning and growth 
of the business. 

Few concerns have had an op- 
portunity to be the first business in 
a new state and new city at the 
same time. Such is the case with 
this company which was founded. 


| y and increased 25 per cent 
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- by W. J. Pettee on April 22, 1889, 


the day of the historic “run” which 
opened the Oklahoma territory to 
the public. It is the only business 
in Oklahoma City started at that 
time that is operating today, and 
it has also occupied the same loca- 
tion during the entire period of its 
existence. 

Important in focusing customer 
attention to the celebration was 
the appearance of the store and 
building front. Above the mar- 
quee was a cutout panorama de- 
picting four stages in the growth 
and development of the concern. 
Incorporated in this sign were the 
words “50 Progressive Years.” A 
cloth banner hung below the mar- 
quee announced Pettee’s Golden 
Jubilee Sale. The main entrance 
was transformed into a replica of 
the entrance to the first store. Win- 
dow displays featured sale mer- 
chandise. Show cards, posters, and 
price cards stressed the values of- 
fered. Each window contained 
several posters stating again that 


Progressive Years” 


Pioneer firm of Oklahoma City 
Okla., introduces public to a 


remodeled store during jubilce 
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FLOYD S. LAMB 
President, W. J. Pettee & Co. 


the store was the only business in 
the city started 50 years ago still 
in business today. 

Full-page newspaper advertise- 
ments were used to announce the 
sale and throughout these adver- 
tisements feature values, desig- 
nated as “hot shot specials,” were 
played up prominently. Several 












institutional advertisements told of 
the unique history of the company 
and illustrated its growth. The 
First National Bank and Trust 
Company devoted an entire half 
of its own advertisement to the 
history of W. J. Pettee & Co., one 
of the bank’s first customers 50 
years ago. A radio program over 
local stations was used in conjunc- 
tion with this publicity. 
Merchandise for the sale was 
carefully selected. Past sale rec- 
ords were consulted to determine 
those items most likely to bring 
people to the store at that time of 
vear. Ninety per cent of this type 
of merchandise was bought spe- 
cially for the sale, with only 10 
per cent regular stock marked at 
special prices. Pettee’s keep ac- 
curate records of each promotion 
event to determine which features 
are most productive, as sales of 
special merchandise give some in- 
dication of the popularity of items 
with the customers. This also 
gives a check on pulling power of 
the advertising. As a result it 
will be possible to plan better pro- 
motions, and spend money where 
it will produce the greatest returns. 
Mass displays of the special 
merchandise were arranged in 
various parts of each department 








Above—View of the basement 
toward the front. The tool 
department is in the rear. 
Left—Front of the basement 
with power tools at left. 
Unusual lighting is seen 
at the right on the ledge. 








throughout the store. This tended 
to stimulate circulation and _ at- 
tracted customers from one floor 
or department to another. Price 
cards were used on these displays 
as well as on regular merchandise 
shown on the same tables. 

Store decorations consisted of 
sale pennants suspended from 
wires, several rows of these being 
used in each department. These 
announced the golden jubilee cele- 
bration and gave other informa- 





tion about the event. Large card 
posters telling of the start of the 
business were used on posts on 
each floor. 

To add color to the celebration 
every employee wore a silk cowboy 
handkerchief, while women em- 
ployees wore special bright cotton 
dresses in fancy patterns. A sales 
contest for employees was held and 
two teams, the “Indians” and the 
“Pioneers” were selected. Badges 
identified the individuals of each 








KLAHOMA CITY today presents one of the finest 

and most complete retail markets in the United 
State. Mammoth department stores that make im- 
porations direct from foreign countries and fashionable 
stores. carrying the same creations to be found in the 
shops of Paris, London and New York, line the down 
town streets. Buyers for these stores ransack the mar- 
kets of the world to fil) their shelves and display cases. 
Discriminating buyers come hundreds of miles to pat- 
ronize this market 

What a contrast between this scene and that’ of 
fifty years ago! Then a few rough shacks on Main 
street and Grand avenue, then called Clarke ostreet, 
housed the town’s retail stores. Feeble kerosene lamps 
cast shadowy rays into dim interiors. Calico and denum, 
wash tubs, crockery, tinware. woodenware and essen- 
tial staples were the stores’ stock in trade and Kansas 
City was their source of supply 

The experience of W J. Pettee was typical of the 
early-day retailers. A young man of 22, clerk in a 


First Retail Store in 1889 
in Business Here Today 





PRIL 22, 1889, in the 100 block on Main street. two 
institutions launched careers that are without parallel 
in the city’s history. On the north side of the street, 
W. J. Pettee had a wagon load of camp equipment. sk:l- 
lets, coffee pots, buckets and tinware and was doing a 


hardware store at Osage City. Kan. he sensed the op- 
portumty that the “run” of '89 would bring to mer- 
chants. He brought im a wagon-load of merchandise of 
the kind that would meet the needs of pioneers in a 
new countsy and acsanged with his former employer 
to ship him a mixed car of hardware The little bwule- 
ing. seen above. was his store for the first five days, 
most of the stock being spread on the ground cutade 


From this modest beginning W J Pettee & Co, 
now under the direction of Floyd S Lamb. has become 
the largest department hardware store im the United 
States and enjoys the distinctiam of bemg the only 
business in Oklahoma City started April 72. 1489. whch 
is still in the same spot where it was orngimelly founded. 


Now Oklahoma City has 2.450 rétail firms with 
13,220 proprietors and employes These stores had a 
sales volume of $82.441,000 last year. aceording to — 
Management, and thew pay rolls were m excess 
$10,400,000. 











brisk business with the pioneers who were getting ready 
to cook their first supper on campfires. On the south side 
of the street. T. M. Richardson and J. P. Boyle had put 
up a tent with the sign .“Oklahoma Bank.” and were tak- 
ing deposits and making change for the men who had 
staked claims to business and homesites. 

In the half a century. which closes this weekend, W. J. 
Pettee & Co. has become the largest hardware department 
store in the United States and the little bank has grown 
into The First National Bank & Trust Company, one of 
America’s outstanding financial institutions. 

W. J. Pettee opened an account with the new bank across 
the street at once and the firm still does its banking 
business with The First National, this being one of the 
accounts which Has been continuously on the bank’s books 
for fifty years. 


Attend the First National’s Birthday Party 
Saturday Afternoon and Night 


FIRST NATIONAL BANK 
AND TRUST COMPANY 


OF OKLAHOMA CITY 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 














This advertisement of the First National Bank and Trust Company 
contained a description of the development of W. J. Pettee & Co. 


22 


team and cash prizes were award- 
ed to each member of the winning 
team. This stimulated a lot of 
interest and enthusiasm on the part 
of the staff and kept everyone right 
on their toes during the entire sale. 
The remodeled first floor and 
basement was introduced to the 
general public formally with an 
“open house” party the evening of 
the first day. Every customer vis- 
iting the store received a flower 
and music was provided during 
the evening. 
Women are important customers 
Pettee’s, and the extensive al- 
terations were made for the pur- 
pose of adding new lines and en- 
larging departments catering to 
this group with the result that the 
tool and hardware departments 
were moved to the basement. A 
sports shop and party goods de- 
partment for women were added, 
so that the entire side to the right 
of the main entrance was devoted 
to merchandise of interest to 
women customers. These changes 
made it possible to give more space 
to sporting goods and silverware 
departments on the left side of the 
store. These lines appealed both 
to men and women and were ac- 
cordingly kept on the main floor. 
All side wall fixtures on the first 
floor were uniform in height. Spe- 
cial interiors were designed to 
show each individual line in the 
best manner. Ledge displays and 
open cases were used in part of 
the sporting goods section. Guns 
were shown on revolving display 
units which held a large stock i 
a relatively small space. This case 
was lighted both from the top and 
from the ledge section. Tennis 
rackets were shown in specially 
lighted open cases. Glass doors 
were used on fixtures showing sil- 
verware and cutlery and on some 
parts of the sporting goods sec- 
tions. Glass showcases and tables 
were arranged in front of sidewall 
fixtures, allowing a narrow aisle 
for the use of salespeople. Tables 
were placed in batteries back to 
back in the center of the floor. 
The design of fixtures varied 
more on the right side of the first 
floor because of the different lines 
shown, although the general floor 
layout was the same as on the left. 
All sidewall fixtures were equipped 
with special lighting and glass 
(Continued on page 86) 
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the hobbies of 


trees 


Solving puzzles and entering contests of all kinds are 
William R. Thompson, partner and 
credit man, Bentley Hardware Co., Great Bend, Kan 
He is pictured working on a “teaser” of a cross word 
puzzle for he does not care for the easy ones. During 
the past 20 years he has entered many contests and 
has won cash and merchandise awards many times 
His most striking award was $50.00 for writing a 
sermonette to be printed on church collection envel- 





A. L. Sherk, senior member of A. L. Sherk & 
Son, Chambersburg, Pa., hardware dealer: 
enjoys an unusual hobby—that 
nature in the development of trees. In 1925 
he built a cabin in a tract of mountain timber 
and has attached several hundred rust proo! 
labels bearing the names of friends to many 
this tract 


growing 


Here's Samuel Birnbaum, Brooklyn, N. Y., hardware dealer, 
and a big wahoo he landed off Miami Beach, Fla. in 
February, 1938. The wahoo weighed more than 38 Ibs. and 
measured 4 feet, 10 inches. Only three fish of that species 
were landed off Miami Beach last year. Like many other salt 
water fishing enthusiasts Mr. Birnbaum has no interest in any 
fishing other than of the deep sea type. Ever since boyhood 
days he has been a deep sea fisherman. 


of aiding 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
a ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 




























VERY hardware merchant 
EH; wants to make a profit in 

his business. By studying 
the trends of five figures in a busi- 
ness it is possible to accurately ap- 
praise progress along these lines 
and determine those factors that 
should be adjusted for more satis- 
factory operations. The value of 
this to small merchants is readily 
apparent. 

Monthly profit or loss results. 
inventory, accounts receivable, ac- 
counts payable, and total cash on 
hand figures are available in every 
business. Because these are related 
to each other, a change in any one 
usually affects one or more of the 
others. An operating trend chart 
such as is shown on these pages 
makes it easy to make certain cal- 
culations and observe the changes 
in these various figures each 
month. It is then necessary to 
properly i:terpret the information 
and convert the findings into ac- 
tions in the business in order to 
benefit from this information. 
The margin figure of the busi- 





They reveal your monthly progress 





and an intelligent interpretation 


of them will aid in directing your 


husiness toward consistent profits 


ness is a very important figure in 
these calculations. It is commonly 
referred to in terms of per cent of 
sales, such as, the margin of the 
business was 28 per cent—mean- 
ing 28 per cent of sales. This fig- 
ure is determined for any business 
by subtracting the cost of goods 
sold from the selling ‘price of the 
goods and dividing the result, 
which is the margin in dollars, by 
the selling price. This converts 
the dollar margin figure into a 
percentage figure which has many 
uses. 


An Average Figure 


This figure should be determined 
for the business annually. It will 
no doubt vary somewhat each year 
since price increases and declines 
affect it to some extent. However. 
an average figure based on several 
years’ experience can be deter- 
mined and can be used accurately 
in figuring monthly profits or 
losses. 

Since it is necessary to figure 





the profit or loss results each 
month the top part of the chart is 
used for this purpose. Several 
months’ figures appear on the 
chart. The approximate dollar 
margin for the month is figured as 
follows: 





Sales Month $2,000 
< Margin 28% x .28 
16,000 
40 00 





Dollar Margin $560.00 
The $560 is the dollar margin the 


business has earned during the 
month based on the past ability to 
produce, as represented in the 28 
per cent margin figure. Before we 
can find out our actual profit or 
loss for the month we must deduct 
total operating expenses for the 
month, which in January were 
$625. The answer is a loss of 
$65 for the month. 

The cost of goods sold can also 
be determined from the informa- 
tion above by deducting the mar- 
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gin from the sales as follows: 


Sales Month $2,000 
Margin 560 





Cost of Goods Sold. . $1,440 


The next figure of interest is 
the new inventory at the end of 
the month since this will tell us 
if investment in stock has increased 
or decreased. There are times dur- 
ing the year when inventory in- 


This has been reversed on the creases are natural. However, this 


chart to permit further computa- — should be checked each month in 
tion but the method can be read- _ order to spot any unseasonal or 
ily understood if it is followed. unusual changes which might 
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By Georce G. Hoy 


Associate Editor 
of Hardware Age 


lo. ~ 


in Your Business 


place the business in an unguard- 
ed or over-expanded position. 

The following calculations are 
made to determine the new in- 
ventory : 


Inventory Beginning of 


Year or Month... $11,200 
Add Purchases for 

Month 1,300 

Total $12,500 


Purchases for the month should 
include actual merchandise pur- 
chases, shop labor wages, and 
freight and express paid. Deduct 
the previously determined Cost of 
Goods Sold from the total figure 
above: 


Total $12,500 
Less Cost of Goods Sold 1,440 


New Inventory End of 


Month $11,060 
Totals for Cash on Hand, Ac- 


counts Receivable, and Accounts 
Payable can be secured from the 
business records and should be 
placed on the operating trend 
chart. 

With this information for the 
month certain observations can be 
made about present conditions. 
operating results and_ possible 
future complications that may de- 
velop from the existing situation. 





Hardware Age Operating Trend 


Chart 
































FEB. MARCH APRIL MAY 
Re NE NN os os cae eae 1,500.00  2,200:00 2,500.00 
2. Estimated Cost of Goods*.............. 1,080.00 1,584.00 1,800.00 
3. Estimated Margin % of Sales 
EET Ce Ma oy eis Aare 420.00 616.00 700.00 
4. Less Expenses—Month ............... 665.00 875.00 870.00 
5. Profit—Loss for Month ............... —245.00 —259.00 —170.00 
6. Profit—Loss last Month ............... — 65.00 —310.00 —569.00 
7. Total Profit—Loss to date............. —310.00 —569.00 —?739.00 
8. Beginning Inventory ................. 11,060.00 11,780.00 12,396.00 
9. Add Purchases for Month ............ 1,800.00 2,200.00 1,630.00 
% Spey ee EP er ae rere 12,860.00 13,980.00 14,026.00 
j 10. Less Cost of Goods for Month (line 2.).. 1,080.00 1,584.00 1,800.00 
i Mile Peat cies cd a eheent 11,780.00 12,396.00 12,226.00 
12. Total Cash in Bank and on Hand ...... 898.00 539.00 525.00 
13. Accounts Receivable .................. 2,179.00 2,935.00 2,800.00 
i, Mesowets Papelte .... 2... 6... ce 1,800.00  23416.00 2,580.00 





* Est. Cost of Goods determined by subtracting Margin in dollars (line 3) from Sales (line 1). 


** Margin percentage figure from your own business should be used here. 


JUNE 15, 1939 


25 












































It is now necessary to get firmly 
in mind the effects each of these 
figures are likely to have upon 
each other under certain condi- 
tions, if complete benefit is to be 
secured from this study. 

This particular business has 
lost money every month during 
the year. A study of monthly 
profit and loss figures during other 
years shows that the business usu- 
ally begins to make money in 
April. However this year a loss 
occurred during that month. The 
reason for this should be found 
at once. Monthly sales and total 
expense figures should be com- 
pared with past years in order 
to find the factor contributing to 
the unusual loss in April. Sales 
may be declining or expenses may 
be higher. As soon as this has 
been determined steps can be taken 
to adjust operations for the next 
month so that the situation can 
gradually be corrected. 


Factors Influenced 


Since this loss has developed 
other factors have been influenced. 
Total Cash on Hand (line 12 of 
chart) will be one of the first to 
be affected by continued losses. 
The loss at the end of March of 
$569.00 (line 7 of chart) reduced 
the cash position of the business 
to as low a point as the merchant 
could allow, so the following 
month the Accounts Payable figure 
increased indicating that the 
dealer was taking longer terms and 
not discounting all bills as had 
been his custom. During April 
with the continued loss fewer bills 
were discounted and Accounts 
Payable increased again even 
though purchases (line 9 of chart) 
had been entailed. 

Assuming for purposes of il- 
lustration that the losses have 
been caused by lower sales re- 
sulting from general declines in 
business and buying power, a 
study of the Accounts Receivable 
figure shows that collections have 
slowed up and this has resulted 
in higher investment in accounts 
in proportion to the volume of 
business being secured. A critical 
financial situation is rapidly devel- 
oping due to additions to cash 
from profitable operations being 
nil and investments in Accounts 
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Receivable not only being frozen 
but increasing. 

The inventory figure also shows 
unusual increases since purchases 
were not curbed quickly due to the 
arrival of many spring orders 
which had been placed in ad- 
vance. However, in April some re- 
ductions in inventory were effected 
due possibly to some pressure 
from sources of supply who had 
not been paid as promptly as they 
had been in the past. 

If losses were to continue long 
enough inventory would be further 
reduced due to credit limits en- 
forced by suppliers who would 
make it impossible for the dealer 
to purchase needed goods. With 
these restrictions and the business 
living out of its inventory the 
ability of the store to continue to 
get its share of sales volume would 
be further restricted for many lost 
sales will result from the inade- 
quate stock. 

Although such action might not 
occur so rapidly in the average 
business, it serves to illustrate ob- 
jectively how one factor affects 
others in business operations. It is 
best for the merchant to establish 
some ideal basis of operations to 
serve as a guide in judging the 
current position since this is very 
important if a proper interpreta- 
tion of the trends is to be made. 

Probably the best type of guides 
are percentage figures represent- 
ing a safe and satisfactory ratio 
between related factors. However. 
other types may be just as satis- 
factory, as in the case of Accounts 
Receivable in which a safe invest- 
ment might be the combined total 
of charge sales for the past two 
months. Purchase should have 
a definite ratio to total sales vol- 
ume if inventory is to be kept at 
the lowest minimum investment 
for maximum turnover. 

Where a business is making 
money each month or at least after 
it has reached its normal turning 
point which will vary in every 
case, these five figures are still 
valuable but for another reason. 
Now they will help the merchant 
to keep profits in liquid form and 
to keep investments in Inventory 
and Accounts Receivable at nor- 
mal levels. Too often a profitable 
business will become more gener- 
ous in its buying and will extend 











credit more freely when sales are 
good. With Accounts Payable on 
a discount basis there will be little 
change in this figure. 

Should inventory increase out 
of proportion to sales volume the 
investment is increased and earn- 
ing on the money invested is re- 
duced. Risks of losses due to 
price declines are also greatly in- 
creased and other stock losses due 
to damage and obsolescence are 
always present. In some sections, 
high taxes on the larger inventory 
will increase overhead to some ex- 
tent. Seasonal increases in inven- 
tory are natural but this discussion 
is directed specifically to unusual 
increases which occur due to rein- 
vestment of profits of the business. 


Reinvested Profit 


One of the most disappointing 
experiences a merchant can have is 
to know that the business made a 
satisfactory profit during the year 
and then discover that the entire 
profit has been reinvested in In- 
ventory and Accounts Receivable 
of the business. If all factors are 
controlled and kept in proper pro- 
portion to each other this situation 
should not occur. 

Some hardware merchants have 
worked out a plan for withdraw- 
ing money from the business as 
soon as the turning point has been 
reached in the year. Usually the 
amount is a certain per cent of 
sales. The reason for withdrawing 
this is to prevent reinvestment of 
profits in Inventory and Accounts 
Receivable during the balance of 
the year. With this money with- 
drawn it is necessary for the mer- 
chant to keep his present working 
capital turning over if bills are to 
be discounted. Accounts Receiv- 
able must be collected promptly 
and credit carefully extended if 
sufficient cash reserves are to be 
maintained. A small cash sum 
usually is transferred from the 
business to a special fund in the 
bank not subject to withdrawal by 
the usual business check. The 
amount is not missed in most 
cases. The merchant however, is 
accumulating his profits for the 
year in cash and operating his 
business more efficiently as a re- 
sult. Certainly this is worth work- 
ing for. 
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They Have a Hardware Song 


in brazil 


Publisher of former trade paper sponsors 


“Cancao Ferragista”™ intended to increase 


spirit of the Brazilian hardware trade 


\ \ TILLIAM MAZZOCCO, 
publisher of the former 
Brazilian hardware paper. 

A Era Ferragista (Portuguese for 
“The Hardware Age”) induced 
friends to write for the Brazilian 
hardware trade a song Cancao 
Ferragista — intended to create 
more spirit in that field. Cancao 
Ferragista (The Hardware’s Song) 
was originally to be known as O 
Hymno Ferragista (The Hard- 
wares Hymn). “But,” says Mr. 
Mazzocco, “before the song was 
completed the Brazilian govern- 
ment decreed that only one hymn 
was to prevail in Brazil—the Na- 
tional Hymn. So we decided to 
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call the music a song (cangao) in 
preference to a march. The idea of 
the song seems to have been well 
received by the trade in general, 
which seems to feel very proud to 
have been distinguished with a 
song.” 


Instruction Needed 


Mr. Mazzocco, who is now a 
naturalized Brazilian citizen, made 
his first acquaintance with the 
hardware trade in that country in 
1911. Of his experiences he says, 
“During all those years, having 
traveled the coast of Brazil, from 
the Amazon River to the border 


Opening bars 
of the song— 
Courtesy of 
William 
Mazzocco 


of Uruguay. | came in contact 
with all elements in the hardware 
trade. I became convinced that 
this hardware trade needed to be 
largely and urgently instructed 
about its own lines. Presumably 
95 per cent of the trade could not 
tell the reason one pair of scissors 
cost 20 milréis while another pair 
of the same size and often times 
better nickel-plated and _ better 
looking cost only five milréis, nor 
could they tell why a shovel was 
offered for 10 milréis while an- 
other sold for 30 milréis. The 
quality doctrine was put before 
these people in various ways—cata- 
logs, pamphlets. etc., translated in- 
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to Portuguese at heavy expense— 
but this brought nowhere near the 
desired results. 

“The only thing that seemed 
feasible then, was a local trade 
paper in Portuguese, to educate 
the Brazilian hardware trade as 
to the value of quality goods. In 
April, 1927, the first number of 
A Era Ferragista came to light, | 
am sorry to say, without much en- 
couragement or cooperation from 
American manufacturers. . . . The 
magazine made progress and 
clearly proved that it filled its 
purpose.” 

It had been William Mazzocco’s 
intention to resume publication of 
A Era Ferragista last year but this 
plan has had to be postponed be- 
cause a government decree was 
passed prohibiting all but native- 
born Brazilians from owning and 
directing any news publication in 
that country. However, Mr. Maz- 
zocco hopes that the government 
will later permit naturalized citi- 
zens of that nation to publish 
papers such as A Era Ferragista. 
The idea of publishing Cancao 
Ferragista (The Hardware’s Song) 
was hit upon as a means of both 
creating more spirit in the Bra- 
zilian hardware trade and as a 
method of preparing the trade for 
the possible rebirth of the publi- 
cation. Copies of the song were 
issued with a circular letter ex- 
plaining the circumstances of the 
suspension of his publication. 

Until such time as it may be- 
come legal for Mr. Mazzocco, as 
a naturalized citizen, to resume 
publication, he says, “I will limit 
my activity, in regard to the pub- 
lication, to keeping in touch with 
the trade by distributing the music 
sheets free of cost frequently to 
the large number of concerns han- 
dling hardware lines. The idea 
of the song is not to sell it sepa- 
rately but to publish it in some of 
the monthly issues of the paper 
when it can be published again.” 
The statements published on the 
front and back covers of “The 
Hardware’s Song” were a “Justi- 
fication” of the discontinuance of 
the paper and “An Appeal to the 
Hardware Trade” tracing the his- 
tory of the paper and containing 
an appeal for support of the 
Brazilian hardware trade. In part 
the “Justification” said. “The in- 
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defatigable workers of this class 
who contribute so effectively to- 
wards the greatness of the mother- 
land is so worthy of consideration 
and esteem that, as a just and un- 
dying homage, an evocative song 
of its greatness has been written 
and dedicated to it.” 

The “Justification” says, of the 
suspension of publication of A 
Era Ferragista that, “During the 
tumultuous days of the revolution- 
ary movement of October, 1930, 
the offices of this review, which 
were located in the premises of 
one of the largest daily newspapers 
in Rio de Janeiro, in whose print- 
ing shops it was published, as well 
as those of other tenants of that 
same building, were invaded and 
ransacked by the infuriated mob 
despite the fact that neither the 
former nor the latter pursued any 
activities of a political trend or 
nature.” 

Printed in orange and _ black, 
the front cover of “The Hardware’s 
Song” is made up with the name 
A Era Ferragista. The _back- 
ground on both covers, surround- 
ing the “Justification” and the 
“Appeal to the hardware trade” 
shows dozens of items sold in 
Brazilian hardware stores, ranging 
from anvils to oil cans, axes to 
typewriters, guns to monkey 
wrenches, etc. Translated into 
literal English. the words of the 
song are: 





lron, metal of various uses, 
Shows its worth always, 
From the smallest screw 

To the complicated motor, 
Be it a car or a chisel, 

Or a hammer or an airplane. 
Iron is bound to resist 


Always shining like a_ hero- 
champion 

To exalt the worthy hardware 
trade. 


The hardware is necessary 

For people to live well, 

For metal must have 

In the human body gear. 

Nail, hook, pincer, spear. 

Rail road train, truck .. . 

For everything that we conquer 

We owe the greatest gratitude 

To the valorous hardware com- 
munity function. 


Mr. Mazzocco tells us that the 
song was written by two personal 
friends. Raul Pederneiras, who 
wrote the verses, is a professor in 
the Arts Academy and is also the 
leading cartoonist of the country. 
The other, Armando Percival, is 
the leading composer of music 
in Brazil. 

Mr. Mazzocco made his first 
trip to Brazil in 1911, “introduc- 
ing” he says, “the ‘Keen Kutter’ 
brand at the request of the late 
A. C. Penn, then an executive of 
Simmons Hardware Co., St. Louis, 
Mo.” In 1912 he became a repre- 
sentative of John H. Graham & 
Co., New York City, with which 


concern he continued until 1930. 








HERE’S A DISPLAY THAT SOLD BUILDERS’ HARDWARE 
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Builders’ hardware always makes an attractive window display but 
this display, recently featured by the Van Dervoort Hardware Co. 
of Lansing, Mich., was exceptionally good. The various items were 
arranged in symmetrical fashion before a shimmering background 


that caught the eye. 





Passersby stopped, looked and purchased. 
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Home Remodeling and Slum 
Clearance Mean Profits / 


The illustrations on this page were 
made from photographs of models 
prepared by the Department of City 
Architecture, Philadelphia, Pa. The 
first two show a typical slum block 
in that city and the third shows the 
block after it has been completely 
remodeled. Although these condi- 
tions obtain in the third largest city 
in America, the fact must be realized 
that almost every community, large 
or small, has sections similar to this 
The remodeling of such districts of- 
fers an opportunity to hardware 
dealers 





Here is the block after it has been 
remodeled. It represents an oppor- 
tunity for hardware sales Such 
homes will require builders’ hard- 
ware, even if it is of the inexpensive 
type. Kitchens and bathrooms will 
need equipment. Window lass, 
weatherstripping, leaders and many 
other items can be sold for the 
houses while the yards will need 
fence, grass and flower seeds. Watch 
for remodeling projects of this type 
and urge that they be undertaken 
They will mean profits for your store 
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The illustrations above and to 
the left show the block from the rear 
and side. Hardware dealers have 
no possibility of making a sale to 
the occupants of houses of this type 
There is but little worth improving 
and such hardware as will be pur- 
chased will be of the 5 and 10-cent 
variety. Why not agitate for slum 
clearance in your town? It will be 
worth while. + 


















































The model kitchen located 
in the store’s basement. 


Ledge display and step-up units 
help show brushes and sundries. 


OMEWHAT over a year ago 
~ the W. B. Arnold Company 

of Waterville, Me., remod- 
eled its entire store. Although this 
firm had made numerous changes 
in its store during its 104 years 
of existence, this most recent re- 
modeling was by far the most ex- 
tensive in its history. 


Flexible fixtures permit 


W.B. Arnold Company of Waterville, 


Maine, remodeled its store so that 


shopping is easy 


for the customes, 


and tra fic and profits increased 


A gray and red structural glass 
front was installed with the name 
of the firm in large letters across 
the top. Solid backgrounds were 
used for the 4-ft. deep windows. 
A model kitchen and several com- 
plete bathroom outfits attract at- 
tention in the basement. An oil 
burner which supplies heat for the 
entire store is also used for demon- 
stration purposes. Round end 
tables are used throughout the en- 
tire 40 by 70-ft. main floor. The 
results of this detailed planning 
are apparent in every part of the 
establishment. Customers move 
about as naturally as they would 
in their own homes. Attractive 
displays tempt them on all sides 
and buying is made easy and 


pleasant. Here is a store that is 
truly designed for selling. 

The arrangement of the paint 
department is typical of the un- 
usual display methods used to at- 
tract customers and make buying 
easy. Sample panels of every 
paint finish handled are displayed 
in front of the shelving on the 
upper part of the fixture. Cus- 
tomers can see how each color and 
type of paint will look after it has 
been applied. Regular stock is lo- 
cated behind these panels so 
that merchandise can be delivered 
to the customer without loss of 
time. Step-up units on the ledge 
provide an excellent means of dis- 
playing brushes and other paint 
sundries. 
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seasonal 
changes of featured sporting goods. 





The entrance to the basement is 
indicated by a triangular sign. 







seasonal 
x goods. 





Displays of housewares are built 
up and round end tables are used. 





























RS | in a Good BUYING Moop 


The fixtures in the sporting also set up near the major appli- The firm enjoys a large busi 
goods department are possessed of ance department. Merchandise of ness in oil burners and has found 
flexible features which made it different price classes make up that the oil burner installation in 

> possible to shift displays so that each model unit and each display one section of the basement is an 

seasonable merchandise may be is complete even to the shower _ effective means for demonstrating 
emphasized. This feature has curtains. Kitchens sinks, dish to customers just how their own 
proved to be a great aid to effec- washers and other related plumb- heating plants will look. It has 
tive selling. Guns are arranged ing items are shown nearby. (Continued on page 89) 


on a platform 8 in. from the floor 
and are within easy reach of the 
customer. Merchandise in this de- 





tis partment is shifted during its off 
: season and the space is used for 
aint displaying articles in current de- 
un- e mand. Fishing tackle and gun 
at- i cleaning accessories are shown on 
ing 3 panel doors and on the ledge dis- 
ery 3 play. 
yed 3 The model kitchen is located in 
the the front of the basement and pro- 
4USs- vides a center around which indi- 
and vidual appliances are shown. Vari- 

has ous types of washers and ironers 

lo- are arranged in one group and 

so electric and gas ranges in another. 
red ‘The red and white color scheme of 

of the kitchen attracts attention to 
dg. FA this display and provides an at- 
dis- a tractive setting for cooking demon- 
aint ; strations. Windows at the rear face a private parking lot for customers 
Several model bathrooms are and a sign tells them to reach the street through the store. 
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American Business 


Politicians seeking to perpetuate their own public 
office-holding jobs and those who would destroy the 
capitalistic system are the only groups in the United 
States to whom participation in another world war 
looks attractive. Past experiences tell business lead- 
ers that a war disrupts commerce beyond temporary 
profits that seem to accrue during hostilities. But if 
war comes to America, Business will again measure 
up to its obligations and “give its all” for victory. 


ONGRESS is considering laws to 
C eliminate profits from future wars, 

but this legislative trend is discol- 
ored with rash and ridiculously inaccurate 
statements when Congressmen and admin- 
istration leaders announce that these pro- 
posed laws are needed BECAUSE BUSI- 
NESS LEADERS WANT ANOTHER 
WAR TO AGAIN MAKE EXORBITANT 
PROFITS. 

Nothing could be further from the truth’ 
From the humanitarian standpoint no sane 
or decent person wants a war. From the 
strictly cold-blooded economic standpoint 
American business does not seek war, does 
not want it and will go a long way to help 
preserve peace. From its own records 
Business can see too graphically the com- 
plete disruption that business suffers dur- 
ing hostilities and in the post-war recon- 
struction period. Whatever transient profits 
may have been made by individuals, in the 
hectic days of the World War, many Amer- 
ican businesses today still show the scars of 
war ruin. The railroads of this country 
have not yet recovered from the effects 


of war-time strains, government regulation 
and operation. Another conflict might even 
lead to permanent governmental operation 
of railroads and to other socialistic devel- 
opments. 

No—American Business does not seek 
war but hopes fervently for peace both on 
humanitarian and economic grounds. Busi- 
ness has everything to lose in participation 
in a war. Only professional politicians can 
hope to profit from a sudden plunge into 
a World War which could keep many 
present-day office-holders in power—give 
some of them more power—-satisfy their 
too apparent lust for more power. 

No—Ame rican business leaders want to- 
avoid war. They do not want to be respon- 
sible for the killing and maiming of thou- 
sands of the nation’s best youth. And to. 
return to the economic side again, even 
the “munitions makers” and machine tool 
builders (so often singled out for particu- 
lar insults as examples of those who prof- 
ited from the carnage of war) will tell you 
that the net result of the last conflict is 


written in red ink and that the World War. 
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Not Seek War 
Lut as Always IF ill “Do Lts Bit” 


By CHARLES ]. HEALE 
Editor, Hardware Age 


from the time the United States joined the 
Allies, meant only one thing—complete 
production turned over to the government 
with inspectors, government appointed, en- 
joying a power that was absolute. 
No—American Business never wants a 
war. It loses not only the flower of Ameri- 
can youth from which it might otherwise 
recruit its future executive leaders but also 
loses control of its own properties; makes 
only an illusory profit and comes out of 
such a cataclysm with badly distorted per- 
sonnel, equipment and production facili- 
ties. The process of rebuilding in the post- 
war period takes its greatest toll from busi- 
ness. Each war, with its necessary govern- 
mental control, seems to drive us away 
from capitalism—the American system— 
and heads us toward Socialism or some 


other “ism.” No _ intelligent American 


business leader can want such a develop- 


ment. 

Should a major coniiict break out in 
Europe and the United States be forced to 
participate, American Business will deeply 





regret such action, but as before will al- 
ways “do its bit,” in fact its all, for vic- 
tory. If American honor is at stake, busi- 
ness will help achieve the victory about 
which politicians talk so glibly and again 
business leaders and their sons will wear 
the country’s uniform in active service. 

The American people can depend upon 
American business leaders in any emer- 
gency even though they reaJize that another 
war may not preserve Democracy but de- 
stroy both it and its hand-maiden, the capi- 
talistic system. Therefore politicians should 
he stopped right now from even suggesting 
that American Business wants a war and 
history proves that the only gain from a 
war is the gain to those who are politically 
inclined and established. 

If war comes to this country, the citizens 
may very properly ask political leaders and 
not business leaders to render an account- 
ing. The American public will not -again 
be content with a verbal barrage that at- 
tempt to charge business with the respon- 
sibility for another armed conflict. 
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Show Harvesting Goods and 


ONSIDERABLE real _ vol- 
ume sales can be stimu- 
lated by the showing of 


items now in demand for the har- 
vesting season. A suggested ar- 
rangement of some of the more 
important ones usually stocked by 
hardware dealers is shown on this 
page. Stress the time-saving fac- 
tor in your promotion for the time 
element is very essential in har- 
vesting of crops at this time of 
year and will be effective in per- 
suading many to replace equip- 
ment rather than break down at a 
rush time. 

Different items are harvested in 
various parts of the country at 
this time and the display should 





be changed to take care of the platforms in the store. Barbed 
sectional difference in merchan- wire must be guarded so that cus- 
dise. Interior displays can be tomers’ clothes will not be caught 
made of several of these items. on the strands. Binder twine also 
Fence is used to subdivide fields can be shown effectively in a mass 


and this item should be shown on display. If sample hay car and 





Harvesting Needs Display 
Merchandise: Rope of several sizes and kinds in full coils if pos- 
sible, hay forks of different styles and length handles, hay cars, hay 
track, harpoon forks, grapple hay forks, binder twine, water kegs, 
wood hay pulleys, fence, barbed wire, hay hooks. 
Background: Replica of straw stack cut out of yellow corrugated 
board. Letters of dark brown color to be used on stack. Cover low 
window background with green crepe paper or corrugated board. 


Suggested Mass Displays: For platforms—binder, twine. For tables 
—canvas gloves, wooden pulleys. 
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track units are available show 
them on a table so that customers 
can examine them along with a 
display of other related items. All 
goods in windows and on tables 
should be priced competitively if 


possible, and popular-priced goods 
as well as better quality should be 
shown. 

In the summer specialties win 
dow, shown on this page, the dis- 


play has been divided with hot 





Spray Material and Summer Goods Display 


Merchandise: Insecticides, fungicides, sprayers of all kinds, ower 
seeds and garden seed in packages, electric fans, ice cream freezers, 
vacuum bottles and jugs, glass and pitcher sets, ice picks, tongs. 


shavers, fruit juicers, squeezers. 


Background: Large panels of light green corrugated board, dark 
green side strips. Cut out letters of dark green board following 


style of lettering suggested. 


Suggested Mass Displays: For tables—electric fans of popular 
price, ice cream freezers, popular tin hand sprays, fly spray. 






AV AY aD 





























JUNE 15, 1939 


KEEP 
COOL 


THIS SUMMER IP E 





Lf 
mi : 
AY 2s 


ee 










Summer Specialties Soon! 


weather goods in one side and 
sprayers and spray materials in 
the other. Several models of fans 
and freezers should be shown. Fea- 
ture inexpensive sets of water 
pitchers and glasses with other re- 
lated items in the forepart of the 
window. 

The better known insecticides 
and fungicides should be arranged 
in the display along with different 
types of sprayers. Large quanti- 
ties of the popular household 
sprayers should be featured. Table 
displays should tie in with the 
merchandise in this window and 
mass displays should be developed 
on many of the popular selling 
items. 
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S.S. Monarch of Bermuda 


The Triple Mill 
Supply Convention 


Aboard the S.S. Monarch of Bermuda 
On Cruise to Bermuda, May 25 to June 1 


CRUISE to Bermuda aboard 
A the steamship Monarch of 

Bermuda was the gay set- 
ting for the 1939 triple mill supply 
convention, May 25 to June 1. 
Convening associations were the 
American Supply & Machinery 
Manufacturers, the National Sup- 





DAN W. NORTHUP 
New President, American Assn. 


The H. G. Thompson & Sons Co. 


36 


ply and Machinery Distributors. 
and the Southern Supply and Ma- 
chinery Distributors Associations. 
All business sessions were held 
aboard the palatial pleasure-cruise 
craft as were many of the specially 
arranged entertainment features. 

The itinerary was arranged to 
allow the convention delegates a 
stay in Bermuda where time was 
pleasantly spent viewing the ma- 
rine and island splendors of one of 
America’s most popular vacation- 
lands. 

The first day out of New York 
harbor, Friday, May 26, delegates 
of the three associations met in 
joint convention in Brummel Hall. 
Deck “A,” for the first of the con- 
vention sessions. W. A. Purtell, the 
Holo-Krome Screw Corp., Hart- 
ford, Conn., president of the Amer- 
ican association, presided. Other 
association presidents who wel- 
comed the assembly were Jack B. 
Dale, Briggs-Weaver Machinery 
Co., Dallas, Tex., president of the 





Southern association, and W. T. 
Ryan, Cutter, Wood & Sanderson 
Co., Cambridge, Mass., president 
of the National association. 
Opening the formal program 
was the address by J. Channon. 
Mill Supplies, New York City, on 
“A Survey of Industrial Buying 





CHARLES E. CURTIS 


New President, National Assn. 
The Western Iron Stores 
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and Selling.” This was followed 
by a report of the sales promotion 
literature committee read by C. C. 
Chamberlain, advertising manager, 
Jenkins Bros., New York City, in 
which he outlined the promotion 
facilities available to members of 
the three associations. He also dis- 
cussed a survey made among dis- 
tributors to determine the extent 
of their promotions. It was re- 
vealed that 60 per cent of the firms 
queried had either advertising de- 
partments or an organized method 
of distributing -literature with a 
plan and with a fixed responsibil- 
ity. Thirty per cent make some 
kind of effort to distribute manu- 
facturers’ literature in outgoing 
mail and through salesmen. Less 
than 10 per cent expressed the be- 
lief that broadcast mailings do not 
pay but these concerns believed in 
the personal distribution of manu- 
facturers’ literature through their 
sales representatives. The con- 
sensus of opinion among the dis- 
tributors favored direct mail ad- 
vertising as the most effective in 
the mill supply business. 

Suggestions advanced for fur- 
ther study were for improving the 
quality of manufacturers’ litera- 
ture and its adaptability to dis- 
tributors’ needs; the standardiza- 
tion, in size, of manufacturers’ lit- 
erature, and tbe need of finding or 
developing a less bulky paper for 
catalog use. 

“There’s Value in a Distribu- 
tor’s Advertising Department,” 
was the appropriate second discus- 
sion of the session made by J. H. 


Ruddell, Central Rubber & Supply 


Hamilton, Bermuda, street scene 
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W. T. RYAN 
Retiring President, 
National Assn. 
Cutter, Wood & 
Sanderson Co. 


J. B. DALE 
Retiring President, 
Southern Assn. 
Briggs-Weaver 
Machinery Co. 


W. A. PURTELL 
Retiring President, 
American Assn. 
Holo-Krome 
Screw Corp. 








Co., Indianapolis, Ind. This talk 
was in agreement with the commit- 
tee’s report for he told of the big 
returns to be obtained from a 
planned, regular, direct-mail cam- 
paign using a classified list, and 
how cheaply this type of campaign 
can be conducted by utilizing free 
literature and help offered by 
many manufacturers. He proved 
his case by citing examples from 
his company’s experience, and in 
closing remarked that “our own 
conclusion is that direct mail ad- 
vertising with a classified personal 
name mailing list is the advertis- 
ing bargain for the distributor.” 

A. J. Williams, sales promotion 
manager, Chandler-Boyd  Co.. 
Pittsburgh, followed with an ad- 
dress on “Planning a Customer’s 
Direct Mail Campaign.” The three 
important factors are that custom- 
ers and prospects are of many dif- 
ferent kinds; to be effective a cam- 
paign must be in accordance with 
planned executive policy and 
should be synchronized with ef- 
forts of the salesmen, and it should 
be timed seasonally so as to secure 
maximum results. 

Prospects for the item to be 
pushed must first be determined, 
then the most suitable type of 
mailing piece. Selecting the latter 
depends upon a number of things: 
such as what commodity is to be- 
come the sales item, how can the 
prospect be best interested, what 
are the quality attributes of the 
sales item and which quality will 
be emphasized, and finally, what 
shall be said to make the prospect 





act or cause him to purchase, spe- 
cify or become sufficiently inter- 
ested to inquire. 

Mr. Williams also pointed out 
that the efficiency of a direct mail 
sales promotion cannot be gauged 
by a single mailing. It will take 
repeated communications to build 
up confidence on the part of the 
buyer, and these repeated commu- 
nications will also have a cumula- 
tive effect. 

The concluding paper, “What Is 
the Mill Supply Distributor’s Po- 
tential?” was read by George H. 
Halpin, Minnesota Mining & Mfg. 
Co., St. Paul, Minn. “Direct sell- 
ing by manufacturers,” he re- 
marked, “has come about for two 
principal reasons; the first, to 
make certain that the consumer 
understands completely how to get 
the best results from the use of 
the product, and second, to get the 
product into the consumer’s: hands 
at the lowest potential cost. A 
great deal of direct selling has 
been brought about by the inabil- 
ity of the manufacturer to pay the 
distributor what he demanded for 
his services on the one hand, and 
to satisfy the consumer with the 
price he could afford to pay, on the 
other hand.” 

To determine what the mill sup- 
ply distributor is getting today, 
Mr. Halpin analyzed a million dol- 
lars of day-to-day supply pur- 
chases, both productive and non- 
productive, and broke this item 
down to goods bought direct from 
manufacturers and bought from 
supply jobbers. The former re- 
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Secretary-Treasurer, 
National Assn. 


R. KENNEDY 
HANSON 


Secretary-Manager, 


ALVIN M. SMITH 


Secretary-Treasurer. 
Southern Assn. 


American Assn. 
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ceived $841,000, the latter, $159,- 
000. The supply distributor’s po- 
tential was approximately 16 per 
cent but industrial supplies ac- 
counted for less than one-half of 
these total supply jobber pur- 
chases. Yet the picture was favor- 
able to the mill supply distributor, 
Mr. Halpin showed, by quoting 
Department of Commerce figures 
as to manufacturing plant numbers 
and size during 1935. In the final 
analysis he showed that the dis- 
tributor’s annual potential between 
two billion, 800 million and three 
and a half billion dollars, spent 
for non-productive materials. 

Productive materials, he pointed 
vut, could not be supplied by the 
industrial jobber and necessaril; 
must be purchased directly from 
the manufacturer, such as raw rub- 
ber, coal, chemicals, etc. In clos- 
ing he asked distributors therefore 
to be reasonable with manufactur. 
ers who admit to a two-way policy 
and admit that on productive sup 
plies, their services were limited 
for their major field was non-pro 
ductive supplies. 

The concluding features of the 
morning’s program were the an- 
nouncements of the association 
secretaries and the entertainment 
committee, following which the 
meeting was adjourned. 

In the afternoon the American 
association met for a closed ses- 
sion which was designated as the 
“30th Anniversary Celebration 
Session.” A presentation of the as- 
sociation’s history was made by its 
various members. I. W. Lemaux. 
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indianapolis Brush & Broom Mfg. 
Co., Indianapolis, Ind., read a let- 
ter from S. P. Browning, president 
of the Browning Mfg. Co., Mays- 
ville, Ky., the oldest living ex-pres- 
ident of the association. Mr. 
Browning, who was not at the con- 
vention, in his letter recalled the 
first 10 years of the association’s 
history. 

The second and third decades 
and the association’s future were 
presented respectively by D. S. 
Brisbin, the Columbus-McKinney 
Chain Corp., Tonawanda, N. Y.;: 
D. C. Jones, The Lunkenheimer 
Co., Cleveland, and George H. Hal- 
pin, The Minnesota Mining & Mfg. 
Co.. St. Paul, Minn. 


This was followed by Mr. Pur- 
tell’s annual report as president of 
the American Association, the re- 
port of the chairman of the execu- 
tive committee by R. G. Thompson, 
The Lufkin Rule Co., Saginaw, 
Mich., and report of the research 
and cost survey committee by 
Chairman C. O. Drayton, Amer- 
ican Screw Co., Providence, R. I. 

In charge of the distributor re- 
lations committee was L. M. 
Knouse, Stanley Electric Tool Co., 
New Britain, Conn. Members re- 
porting on Extension of Distribu- 
torship to Retail Outlets were A. A. 
Murfey, president, The Cleveland 
File Co., Cleveland, Ohio, and 
W. B. Ilko, the Abrasive Co., 
South Braintree, Mass. R. D. 
Black and H. F. Seymour, the Co- 
lumbian Vise & Mfg. Co., Cleve- 
land, Ohio, led the discussion on 
“Resale Policies of Manufacturers. 
Are they Breaking Down?” 

Mr. Seymour answered this 
question negatively and stated that 
manufacturers of industrial sup- 
plies should assume a greater re- 
sponsibility for the maintenance 
of their individual resale prices. 
“T am not relieving the distributor 
of his part either in maintaining 
or policing a manufacturer’s re- 
sale price—in fact I recognize the 
distributor’s interest as being para- 
mount.” The correct solution of 
this problem, and subsequently 
putting it into practice, might 
properly be considered the great- 














HERBERT P. R. G. THOMPSON GEORGE E. 
LADDS The Lufkin Rule Co.. DRESSER 
The ey Screw & Saginaw, Mich. The Carborundum 
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Cleveland, Ohio a. Niagara Falls, N. Y. 
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est contribution to the industrial 
supply industry. 

“The Small Order Problem” was 
discussed by J. A. Gardner, The 
Cincinnati Tool Co., Cincinnati, 
Ohio. “Even in good years, small 
orders take a greater toll from 
profits than many realize,” he said. 
“In poor, small volume years, this 
toll is tremendous.” He remarked 
that several years ago his company 
adopted a minimum charge of one 
dollar for any one invoice but this 
only partly covers the cost of en- 
tering the order, assembling the 
goods, checking, packing and in- 
voicing. While these unprofitable 
orders cannot be eliminated en- 
tirely, something should be done 
to lower the percentage. These 
orders keep prices in general high- 
er than they otherwise would be, 
for the fair size, profitable orders 
must pay for the loss orders. He 
suggested as improving the situa- 
tion a minimum charge of not less 
than $2.00 and for the distributor 
to make a service charge high 
enough to cover the average cost 
of delivering a single order. 

Other business of the afternoon 
session was a welcome to new 
members by President Purtell, the 
appointment of the nomination 
and resolutions committees, an- 
nouncements and then adjourn- 
ment. » 

The members of the three as- 
sociations met again Saturday 
morning for a joint session, desig- 
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c. W. 
TITGEMEYER 
Osborn Mfg Co.., 
Cleveland, Ohio 


A. M. JONES 


The Buffalo Bolt Co.. 
North Tonawanda, 
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GEORGE H. 
HALPIN 


The Minnesota 
Mining & Mfg. Co.. 
St. Paul, Minn. 








nated as a sales and merchandising 
clinic. Sales policy problems were 
the first order of business. W. H. 
Gebhart, manager of sales, indus- 
trial division, Henry Disston & 
Sons, Inc., Philadelphia, Pa., 
speaking on “Sales Territory 
Agreements for Distributors” pre- 
sented a plan and program used 
by his company and which has 
proved satisfactory results. 

Talks on “Unwarranted Distrib- 
utor Demands for Reciprocal Buy- 
ing” were made by J. Harvey Wil- 
liams, J. H. Williams & Co., New 
York City; C. E. Curtis, Western 


Iron Stores Co., Milwaukee, Wis.: 





Roger Tewksbury, Oster Mfg. Co., 
Cleveland, Ohio, and W. M. Given, 
Young & Vann Supply Co. A gen- 
eral discussion followed. 

The second half of the session 
was given over to merchandising 
and the first division under this 
general heading was “Can Staples 
be Merchandised, Too?” This was 
answered by A. M. Jones, Buffalo 
Bolt Co., North Tonawanda, N. Y., 
and N. J. C. Lester, C. M. McClung 
& Co., Knoxville, Tenn. Mr. Jones’ 
paper was read at the meeting. He 
stated, “It should make little or no 
difference to you what price you 
pay for any given commodity, pro- 
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viding you can and will sell it at a 
price over and sufficiently more 
than that purchase price to yield 
you a net profit. I do agree that 
the control of resale price, as far 
as branded articles is concerned, is 
reasonably within the control of 
the producer, but when it comes 
to commodity items, that is entire- 
ly a question of sound, sane, and 
reasonable merchandising on the 
part of the distributor. I will 
agree that the manufacturer and 
producer can help, but there are 
advantages and responsibilities on 
both sides that should be recog- 
nized by both sides.” 

Mr. Jones recommended that a 
committee be appointed to explore 
the subject of merchandising com- 
modity items on a national basis 
and that a national conference to 
be called to which trade secretaries 
and officers of all hardware and 
mill supplies associations be in- 
vited. 

The second phase of the discus- 
sion of merchandising was devoted 
to the question, “Is there Value in 
Gathering Performance Data on 
Distributors’ Sales and Promotion- 
al Effort?” “Yes” was the answer 
of L. S. Greenleaf, Jr., industrial 
sales manager, Behr - Manning 
Corp., Troy, N. Y. “A manufac- 
turer must know who his distribu- 
tors are, what they are doing, how 
they are doing it, and how much 
they are being paid for doing it. 
just as he must have in front of 
him at all times the performance 
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OFFICERS OF THE SOUTHERN SUPPLY AND 
MACHINERY DISTRIBUTORS’ ASSOCIATION 


Elected May 27, 1939 
On Board S.S. Monarch of Bermuda 


President 
Edward F. Stauss, Oliver H. Van Horn Co., Inc., New Orleans, La 


First Vice-President 
J. M. Bates, Moore-Handley Hardware Co., Birmingham, Ala 


Second Vice-President 
J. B. Crimmins, Mills & Lupton Supply Co., Chattanooga, Tenn 


Executive Committee 
Jack B. Dale, chairman, Briggs-Weaver Machinery Co., Dallas, Tex 
Robert S. Page, The Henry Walker Co., Norfolk, Va 
C. E. Lilley, Superior-Sterling Co., Bluefield, W. Va. 
Howard M. Schramm, Turner Supply Co., Mobile, Ala 


Secretary-Treasurer 
Alvin M. Smith, Smith-Courtney Co., Richmond, Va. 








OFFICERS OF THE NATIONAL SUPPLY AND 
MACHINERY DISTRIBUTORS’ ASSOCIATION 


Elected May 27, 1939 
On Board S.S. Monarch of Bermuda 


President 
Charles E. Curtis, The Western Iron Stores Co., Milwaukee, Wis. 


First Vice-President 
A. R. Smith, The Boyer-Campbell Co., Detroit, Mich 


Second Vice-President 


H. V. Waterman, Hendrie & Bolthoff Mtg. & Supply Co., 
Denver, Colo. 


Executive Committee 
Area No. 1—F. Marsena Butts, Butts & Ordway Co., Cambridge, 
Mass. 
Area No. 2—Andrew G. Carey, Carey Machinery & Supply Co., 
Baltimore, Md. 
Area No. 3—Tyler W. Carlisle, The Strong, Carlisle & Hammond 
Co., Cleveland, Ohio. ; 
Area No. 4—Samuel H. Clark, Samuel Harris & Co., Chicago, Ill 
Area No. S—H. J. Gundlach, The Mine & Smelter Supply Co., 
Denver, Colo. 
Area No. 6—A. J. Glesener, The A. J. Glesener Co., San Francisco, 
Cal. 
Secretary-Treasurer 


H. R. Rinehart, 505 Arch St., Philadelphia, Pa 
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It will be the month of Greatest Activity 
because of Peak Interest in the Briggs 
& Stratton Farmer “Quiz” Contest 


OUSANDS of farm people are now pouring into 

Washer Dealers’ Stores—ready to enter the Contest 

— interested — asking questions about gas washers, 
(powered by Briggs & Stratton 4-cycle Motors). 


Are you getting your share of these prospects? Have 
you made your store local headquarters in this spec- 
tacular “Quiz” Contest? 

There is still ample time — if you act promptly. The 
Contest gains in interest daily — but fully 75% of the 
contestants hold off and enter during the last 3 or 4 
weeks—during July. Remember, contest closes July 25th. 


So now’s the time to feature gas washers — while the 


Contest is hot — while millions of farm paper ads offer- 
ing 53 Big Prizes valued at $6,500,.are urging contestants 
to go to dealers for information — and to get their 
entries signed, by the dealer or one of his sales people. 


Have you “Quiz” Contest Display Material, Hangers and 
Literature? Have you gas washers on display — in your 
windows—on main aisles—in your washer department? 


That's the way to really cash in big on this contest. If 
you are not supplied—if you need advertising material, 
gas washers, or more information — see your washer 
manufacturer's representative, or write direct to your 
washer manufacturer or your distributor today. 





‘2,200°° 
CASH PRIZES 


SPECIAL Dealer Contest, with 53 
Cash Prizes, is another part of this 
spectacular Briggs & Stratton campaign. 


DEALER PRIZES 

48 Individual State Prizes, 
$25.00 Each—Cash, $1,200.00 

Awarded to the dealers who sign 

the entries that win the 48 State 

Prizes in the Farmer “Quiz” Contest 
In addition, when the “Quiz” Contest 
State Winners receive new washers as 
prizes, the Briggs & Stratton Corp. will 
pay dealers delivering prize washers 
the regular retail price. 
Also 5 of the Dealer State Winners will 
participate in the following Dealers’ 
National Prizes. 


FIVE NATIONAL. PRIZES 


Ist National Prize—Cash 

2nd National Prize—Cash 

3rd National Prize—Cash 

4th National Prize—Cash 

Sth National Prize—Cash - 100.00 
Awarded to the dealers who sign 


the entries that win the Five Grand 
Prizes in the Farmer “Quiz’Contest 


Here are the Benefits and 
the Results you can expect 
from the Briggs & Stratton 
Farmer ‘‘Quiz’’ Contest: 


1. Profits trom “immediate” sales of farm 
washers, powered by Briggs & Stratton 
4-cycle gasoline motors. 


2. A splendid and selected list of gas washer 
prospects, because everyone who entersthe 
contest must go to a washing machine deal- 
er and have his entry personally signed by 
the dealer or one of his sales people. 

3. Profits from “plus” sales of other merchan- 
dise you sell — because of increased store 
traffic. 


4. New. intense and increased buying interest 
in other farm home appliances and equip- 
ment — non-electric — for use on farms 
without connected hi-line service — sub- 
stantial, “big-ticket” items, powered by 
Briggs & Stratton gasoline motors. 

5. An opportunity to win a share of the $2,200 
dealer cash prize money. (Remember, the 
more contest entries coming in with your 
signature, the greater your chance to win 
some of this cash prize money.) 


Now’s the time—July is the month—to 

go after MORE SALES — MORE PROF- 

ITS—CASH PRIZES—in the BRIGGS & 
STRATTON “QUIZ’’ CONTEST. 








MILWAUKEE WIS U.S.A. 
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T= washer manufacturers build farm 
models powered by Briggs & Stratton. 
Write today to either your distributor or 
direct to your manufacturer for complete 
information on the Briggs & Stratton 
Parmer “Quiz’’ Contest. The washer 
salesman who calls on you can also give 
you complete details and suggestions. 


Apex Rotarex Corporation. Cleveland, Ohio 

Alliance, Ohio 

Automatic Washer Company. .Newton, lowa 
Barlow & Seelig Mfg. Co 

West Bend, Wis. 

Webster City, lowe 

Birtman Electric Company Chicago, Ill. 

Blackstone Mfg. Co., Inc.. .Jamestown, N.Y. 

The Bluffton Mfg. Co. Findlay, Ohio 


The Crosley Radio Corp... Cincinnati, Ohie 

Faicfield, lowa 
Easy Washing Machine Corp... Syracuse, N.Y. 
Edison G. E. Appliance Co., Inc.. Chicago, Ill. 
Fairbanks, Morse & Co. 


Getz Power Washer Ce. 
Haag Bros. Co. 
Holland-Rieger Corp. 
Horton Manufacturing Co... Ft. Wayne, Ind. 
Hurley Machine Division 
Electric Utilities 
James Washer Co..... 
Division of Nash-Kelvinator Corporation — 
Landers, Frary & Clark. .New Britain, Cons. 


The Meadows Corporation. .Biomington, lil. 
Nineteen Hundred Corp... .$?. Joseph, Mich. 
Detroit, 





Prima Manufacturing Corp... .. Sidney, Ohie 
Voss Bros. Mfg. Co........ Davenport, lowa 
Westinghouse Elec. & Mfg. Co., Mansfield, Ohio 
Zenith Machine Company....Duluth, Minn. 









Typical Bermuda beach and drive 


data on the activities and costs of 
his own salesmen.” 

The speaker recommended the 
publication of a book of distribu- 
tor’s facts in which would be 
given names and titles of execu- 
tives, other affiliations of execu- 
tives, if any, detailed information 
as to location of premises, floor 
space available, convenience to 
transportation line, fire hazard, 
etc., names of principal lines car- 
ried, value of stocks, number of 
salesmen traveled, principal indus- 
tries solicited, and other pertinent 
information. 

Russell C. Duncan, R. C. Dun- 
can Co., Minneapolis, Minn., an- 
swered the imaginative query, “If 
Your Stock Could Talk What 
Would It Think of Your Merchan- 
dising?” This address was fol- 
lowed by announcements by the as- 
sociation secretaries and the enter- 
tainment committee. 

The American Association held 
a second closed session that after- 
noon with Mr. Purtell again pre- 
siding. Horace Armstrong, Arm- 
strong Bros. Tool Co., Chicago, 
read a paper on “Can Manufactur- 
ers Assist Distributors in Securing 
More Business Which Is Now Go- 
ing Direct?” He was followed by 
C. W. Titgemeyer, the Osborn Mfg. 
Co., Cleveland, Ohio, whose paper 
was entitled, “Problem of Mis- 
sionary Men,” Mr. Titgemeyer ex- 
pressed his company’s point of 
view which is to educate the dis- 
tributor’s salesmen on its products 
and only make calls with the dis- 
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tributor’s salesmen when specifi- 
cally requested and when there are 
matters of special nature to be 
taken up where both the distribu- 
tor’s salesman and his customer 
need some technical help on some 
specific problem. Mr. Titgemeyer 
also expressed views of other com- 
panies on this matter and asked 
for some suggestions from the 
floor. 

Other papers presented at this 
session were “Distributor Sales- 
men’s Catalogs” read by George B. 
Allen and the “Distributor Exhibit 
Problem,” by D. W. McAllen, SKF 
Industries, Philadelphia, Pa. Next 
on the program was an open for- 
um discussion of such problems as 





salesmen’s compensation, sales 
quota, direct mail advertising, 
trade paper advertising, etc. 

Business transacted included the 
report of the resolutions commit- 
tee, report of the nomination com- 
mittee, introduction of new officers 
after which the meeting was ad- 
journed. This concluded all busi- 
ness sessions until the return trip 
and the delegates devoted the re- 
mainder of their shipboard stay 
and visit in Bermuda to pleasur- 
able visits with each other and to 
the scenic spots of Bermuda. 

On the return trip the final joint 
session of all three associations 
was held, Wednesday morning, 
May 31. Hartley W. Barclay, Mill 
and Factory, New York, spoke on 
“Your Business Potential in Amer- 
ica’s Rearmament Program,” a dis- 
cussion of the part the mill sup- 
plies industry is to have in this 
program, and the steps this coun- 
try has already taken and will take 
to further the program. The con- 
cluding feature was the joint re- 
port of the distributor and manu- 
facturer relations committee by 
L. M. Knouse, Stanley Electric 
Tool Co., New Britain, Conn., fol- 
lowing which the convention was 
adjourned. 

The Monarch of Bermuda com- 
pleted its convention voyage, 
Thursday morning, June 1, when 
many of the delegates left for the 
annual golf tournament of the 
Eastern Hardware Golf Associa- 
tion at Virginia Beach, Va. 











OFFICERS OF THE AMERICAN SUPPLY AND 
MACHINERY MANUFACTURERS’ 
ASSOCIATION 


Elected May 27, 1939 
On Board the S. S. Monarch of Bermuda 


President 
D. W. Northup, The Henry G. Thompson & Son Co., New Haven, 


Conn. 


First Vice-president 
H. K. Clark, Norton Company, Worcester, Mass 


Second Vice-president 
R. G. Thompson, The Lufkin Rule Co., New York, N. Y 
Treasurer 
Horace Armstrong, Armstrong Bros. Tool Co., Chicago, Ill 


Executive Committee 


O. Drayton, Chairman, American Screw Co., Providence, R. | 
P. Ladds, The National Screw & Mfg. Co., Cleveland, Ohio 

. E. Dresser, The Carborundum Co., Niagara Falls, N. Y 

. A. Murfey, The Cleveland File Co., Cleveland, Ohio 

. G. Morrow, Central Tube Co., Pittsburgh, Pa. 

W. McAllen, S. K. F. Industries, Inc., Philadelphia, Pa. 
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June 15, 1939 


ADVANCES 
Cotton Wrapping Twines, Raw Silk 


DECLINES 
Copper Belt Rivets, Burrs. 


PRICES REAFFIRMED 


Trace Chains. 


Rope, Twine—An advance of 
one cent per pound is reported 
by wholesalers on cotton wrapping 
twines, effective June 5, and, in 
general, the market on cotton sash 
cords and clothes lines is said to 
be strengthentng. Sales of manila 
hoisting and trip ropes for the hay- 
ing season have been heavy in 
nearly all sections. 

* * * 


Tires, Tubes—The Mansfield 
Tire & Rubber Co., Mansfield, Ohio, 
announced effective as of June 1 
a new trade program on the Mans- 
field line, substantially increasing 
dealer margins on Mansfield tires 
and tubes. This new program is 
released immediately ahead of the 
peak of the tire selling season and 
comes at a time when dealers will 
profit most by the new arrangement. 

* * ca 


Trace Chains—Prices quoted 
for the 1939 fall season include un- 
changed list prices, but with dis- 
counts about 5 per cent higher than 
prevailed last season. Extras were 
increased for galvanized or japanned 
finishes, and for traces equipped 
with hooks, tee hooks or tee bars. 
There are no changes at this time 
on other classes of chains. 

* a * 


Price Levels—In the strength 
of the important commodity mar- 


JUNE 15, 1939 


kets there is encouragement that 
depressed levels are nearing an end. 
On June 1 the Associated Press 
wholesale price index of 35 com- 
modities stood at 66.87 per cent of 
the 1926 average, compared with 
the following high-low table: 
1983-1936 
1939 1988 1987 Average 
High ...67.39 74.37 98.14 89.22 
Low ....64.98 63.86 73.85 41.44 
Leading metals are quite steady— 
copper at 10 cents compared with 9 
cents a year ago; tin at 49 cents 
was 371% cents last year; lead is at 
$.046 at St. Louis—a year ago 
$.0385, and zinc at 44% cents com- 
pares with 4 cents last year. There 
has been some recovery in steel 
scrap prices in a number of districts. 
where declines occurred in May. 


* + 


Copper Products—With cop- 
per prices steadier, the only recent 
change in leading copper products 
was a 1 cent per pound decline, late 
in May, on copper belt rivets and 
burrs. Recently issued statistics 
show that consumption of copper 
by American fabricators in April 
dropped 3842 tons, compared with 
March, to 48,541 tons. A mark of 
65,731 tons last October was the 
high spot in domestic consumption 
in many months. Working stocks in 
fabricators’ hands at the end of 
April stood at 185,345 tons, com- 





pared with 185,700 tons in March. 
Unfilled orders at the end of April 
amounted to 125,083 tons, compared 
with 117,700 tons a month earlier. 


* * * 


The Silk Market—Raw silk in 
the American market was selling at 
approximately $1.70 a pound last 
January. The price has moved up 
to $2.68 a pound since then. An 
unusually cold winter in Japan dam- 
aged mulberry trees and, with mul- 
berry leaves—sole food of silk 
worms—in scant supply, the spring 
crop of cocoons is the smallest in 
20 years. Demand for silk from 
American mills has been slow in 
recent months despite this crop con- 
dition. 

* om om 

Steel Volume—Steel ingot 
production has gained another point 
to 53 per cent, the highest level 
since the first week of April, while 
scrap prices again have strength- 
ened, reports the June 8 issue of 
The Iron Age. While new business 
in the domestic market is unim- 
pressive, railroad demand for steel 
shows signs of reviving and the Gov- 
ernment shipbuilding program is 
gaining momentum: Production of 
coke pig iron in May totaled 1,717,- 
516 gross tons, compared with 2,- 
056,177 tons in April. On a daily 
basis last month’s output dropped 
19.2 per cent from April, or from 
68,539 to 55,404 tons. There were 
107 furnaces in blast on June 1, 
operating at the rate of 60,515 tons 
a day, compared with 102 on May 1, 
producing at the rate of 60,160 tons 
daily. Output of ,open-hearth and 
Bessemer steel ingots in May totaled 
2,917,867 tons, against 2,986,985 
tons in April, and 1,800,877 tons in 
May, 1938. 

* * * 

Shelf Hardware—Demand for 

butts, hinges and garage hardware 
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has been irregular, but generally 
lighter, since the buying which pre- 
ceded the recent advances. Great 
strides are reported in the popular- 
ity of the various plastic and chro- 
mium combination drawer knobs 
and pulls, and cabinet hardware 
now offered. Screen door hardware, 
guards and grilles are passing the 
peak of their seasonal demand, but 
totals have been ahead of a year ago. 


& * * 


Garden Hose—Lawn Sprink- 
lers—Through May, the prevalence 
of dry weather in many sections in- 
fluenced sales larger than for several 
seasons past. Prices have been well 
maintained, and jobbers are expect- 
ing many weeks of active call still 
to come. Lawn seeds and fertilizers 
have sold heavily in the midwestern 
states, but restrictive state legisla- 
tion has hampered some interstate 


shipments. 
n as * 


Housewares—There has been 
a remarkable gain in sales of cer- 
tain popular glass ovenwares and 
cooking accessories since last win- 
ter’s sharp price reductions. Enam- 
eled kitchen ware sales are gaining. 
Sales of ice cream freezers at lower 
prices than a year ago are good. 

x * *% 

Sports Supplies—The greater 
efficiency and the low prices of light 
outboard motors has led to greatly 
increased sales throughout the 
northern and eastern resort areas. 
Many dealers keep a rental stock of 
motors, and find this practice profit- 
able. Bicycle rentals through private 
stations and stores, and by gas sta- 
tions are encouraging an_ ever-in- 
creasing number of new riders even- 
tually to own their own machines. 
Wholesalers report a serious short- 
age of croquet sets, with some fac- 
tories running four weeks behind 
orders. A large eastern producer, 
retiring from the field, has thrown 
an extra load of demand upon other 
makers. Charcoal grills are re- 
ported as a growing staple among 
camp-equipment items — combining 
compactness, efficiency and low 
price. Wrist watches are having one 
of their best seasons, with demand 
ranging from the popular priced 
models for vacationers, to really 
handsome watches as_ graduation 
gifts. 

* & & 

Oil Burners—Shipments of oil 
burners totaled 10,640 units in 
April, 1939, according to data re- 
leased by the Bureau of the Census, 
U. S. Department of Commerce, on 
orders, shipments and stocks for 


178 manufacturers. Shipments in 
March numbered 10,671. April, 
1938, shipments totaled 7318 units, 
the number for April, 1937, being 
14,682. These data refer to oil burn- 
ers and oil burner units consuming 
fuel oil of Commercial Standard No. 
1 grade or heavier. The statistics 
do not include burners used in 
ranges, stoves, water heaters, and 
space heaters. 
* * & 

Toy Exports, Imports—Many 
foreign markets which formerly ob- 
tained their toy requirements from 
Germany and Japan are turning to 
the United States as a source of sup- 
ply, according to the Specialties 
Division, U. S. Department of Com- 
merce, Washington, D. C. As for- 
eign markets appear to be particu- 
larly fertile at this time for increased 
toy exports, the division has made a 
survey of “World Trade in Toys,” 
now being printed. Toy exports 
from the United States in the first 
three months of 1939 were valued 
at $436,298, an increase of 20 per 
cent over the figures of $364,110 for 
the same period in 1938. Increases 
were registered in all classes of 
toys, with the exception of rubber 
balloons, which showed a slight de- 
crease in export shipments. Toy ex- 
ports in March of this year were 
valued at $192,858, an increase of 
30 per cent over the figure of $147.- 
987 for March, 1938. Toy imports 
in the January-March period of 
1939, with a value of $215,900, were 
27 per cent less than the 1938 figure 
of $294,629. March imports, how- 
ever, were valued at $75,370, a 13 
per cent increase over the March. 
1938, total of $66,715, according to 
the Department of Commerce. 

x * * 


Steel In Home Utilities—Con- 
sumers’ purchases of nearly 3,863,- 
000 refrigerators, kitchen ranges 
and electric washing machines rep- 
resented a market for approximately 
260,000 gross tons of steel during 
1938, according to estimates of the 
American Iron & Steel Institute. 

* * * 


Industrial Activity—The As- 
sociated Press composite index of 
industrial activity for the latest 
1939 week stood at 83.3 per cent of 
the 1929-30 average, compared with 
65.8 per cent in the corresponding 
1938 week. The components of this 
index include automobile produc- 
tion, steel mill activity, cotton manu- 
facturers, electric power, residental 
building and carloadings. 

& * * 


Refrigerator Sales — April 
sales of household electrical re- 








frigerators by the 17 leading U. S. 
makers amounted to 242,005 units, 
up 22.2 per cent over April last 
year. Sales for the first four months 
were 810,940 units, a gain of 36.8 
per cent over the same period last 
year. 
* * * 

Washing Machines — House- 
hold washing machine shipments by 
manufacturers in April totaled 116,- 
199 units—an increase over the like 
1938 month of 22.1 per cent, ac- 
cording to American Washer & 
Ironer Manutacturers Association. 
For the first four months of the year 
shipments totaled 508,718 units— 
an increase of 34 per cent. Ironer 
shipments in April totaled 9047, an 
increase of 27.2 per cent over a year 
ago; and for the four months. 
ironer shipments were 36,878— 
about 2 per cent less than last year 

* * * 

Furniture Orders—April busi- 
ness in the furniture field was much 
ahead of last year’s poor April, but 
fell behind March output and or- 
ders. Compared with a year ago, 
April orders were up 16 per cent. 
shipments gained 25 per cent, pro- 
duction increased 42 per cent. and 
employment gained 10 per cent. For 
the first four months the relative 
gains were 20, 17, 27 and 7 per cent. 

* & *& 


Lumber Output—Aided by 
building betterment, mill production 
of lumber in the week ended May 
20 was the heaviest for any week 
this year, according to the National 
Lumber Manufacturers’ Association. 
Output of 525 mills in hard and soft 
woods combined exceeded the 1938 
comparison by 27 per cent. Ship- 
ments were 14 per cent greater and 
new orders 21 per cent above the 
1938 week. Compared with the pre- 
ceding week this year shipments 
were 4 per cent and production 2 
per cent higher, while new orders 
declined 0.8 per cent. 

+ * x 

Deterrents Disappear — The 
best news in hardware, last week, 
as in other merchandising circles, 
was the disappearance of some of 
the recent handicaps to normal buy- 
ing by the general public. The ad- 
vent of settled warm weather was 
welcomed as it brought, for many 
sections, the first lively demand for 
summer merchandise. Long-awaited 
and badly needed rains eased the 
drought menace in a large part of 
the grain belt. Foreign news seems 
to point to no new or near emer- 
gencies. Improved steel operations 
and carloadings reflect a more nor- 
mal situation in the major industries, 
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wake up TO MODERN paint PossIBILITIES! 


THE FINEST QUALITY PAINTS MODERN SCIENCE CAN PRODUCE 


ARE GEARED TO MODERN PAINTING NEEDS! 


NO MORE SLOW-PACED 
“HORSE-AND-BUGGY” BUSINESS... 


.. BUSINESS SPEEDS UP THE 
MODERN STREAMLINED 
WAY WITH VITA-VAR 


) There are many dealers who are not get- 
ting their legitimate share of business, 
whose volume is receding. Maybe they 
have carried the same kinds of paint 
year in and year out. They have to plug 

for profits... and competition is tough. 


To these dealers, VITA-VAR offers a new 
lease on life. For VITA-VAR PAINTS sell 
» faster because they do better jobs .. . 
sell steadily because they satisfy. They 
) enable you to meet all competition with 
> quality products. 


Write today (on your letterhead, please) 
for a CONFIDENTIAL copy of Vita- 
Var's MODERN MERCHANDISING 
PLAN ...a streamlined plan geared 
to TODAY's paint-selling problems! 








WHY? BECAUSE VITA-VAR PAINTS 


* are “stepped-up” in POWER to cover 
modern surfaces better and longer 


* are FORTIFIED against modern hazards 


* are STREAMLINED to fit the modern 
painter’s need for better jobs in less time 


* are developed for the modern paint 
dealer who wants QUALITY 
PAINTS that doaREALselling job 


FOR OVER 50 YEARS American industry 
has standardized on VITA-VAR. Vita-Var 
has protected the toughest paint mainte- 
nance jobs in the world...50 years of 
PROOF that no finer paints are made! 


Taal | V/TA-VAR CORPORATION yi | 7 


PAINT ENGINEERS SINCE 1888 » NEWARK » NEW JERSEY + U.S.A. — 








while the better outlook, in Wash- 
ington for tax revision has had 
some stimulating effect. Labor 
troubles in the auto-parts field. 
while a costly setback, seem on the 
way toward settlement, and they 
have come at a time when they can 
do least harm to the industry. 


Compared With 1938—Asked 
as to present sales contrasts with 
1938, the reply of many hardware 
merchants is, “Well ahead.” In the 
earlier months the comparisons were 
just about holding equal, but dealers 
were not forgetful that equaling last 
season’s dollar sales has meant the 


actual selling of more goods—be- 
cause this spring’s average prices 
have been lower. Asked as to the 
kinds of merchandise now making 
the best showings—most frequent 
mention is made of paints, lawn 
mowers, adjustable window screens 


(Continued on page 86) 





SALES OF 1,930 INDEPENDENT HARDWARE DEALERS IN 38 STATES 


April, 1939 





States by Regions 


Sales Reported 


Number Percentage Change 
of Firms From 


Reporting April,1938 March, 1939 


April, 
1939 


Dollars 
April, 
1938 


March, 
1939 





New England 
Connecticut 
Massachusetts 


Middle Atlantic 
New Jersey 
New York 
Pennsylvania 


East North Central 
Illinois 
Indiana 
Michigan 
Ohio 


Wisconsin 


West North Central 


Iowa 

Kansas 
Minnesota 
Missouri 
Nebraska .. 
North Dakota 


South Atlantic 
Florida 
Georgia 
South Carolina 
Virginia ... 
West Virginia 


East South Central. 
Alabama 
Kentucky 
Tennessee 


West South Central 
Arkansas 
Louisiana 
Oklahoma 
Texas 


Mountain 
Arizona 
Colorado 
Idaho 
Montana 
New Mexico 
Wyoming 


Pacific 
California 
Oregon 
Washington 


TOTAL 


32 -11.2 +36.1 
, +37.2 
1 - 3. +40.0 
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180,491 
9 


314,362 
44,045 
130,664 


1,167,878 


64,483 


? 


2,327,923 


b 


288,083 
117,143 
758,493 
610,666 


1,015,543 


338,392 
206,949 
137,621 
208,061 
97,262 
20,312 


532,903 
123,744 
99,188 
127,888 
87,993 
17,337 


254,723 
116,879 
47,653 
86,160 


973,642 
108,434 

34,288 
379,599 
451,321 
795,553 
254,557 
163,741 
101,547 
155,091 

60,474 

24,385 


2,222,858 
1,596,447 


209,338 
417,073 


9,605,385 


353,815 
50,082 
134 


1,289,503 
67,261 
189,678 
1,032,564 


2,548,664 
605,102 
332,698 
125,251 
838,171 
647,442 


1,018,212 
286,7 
241,657 


$12,137 
121,583 
80,448 
132,664 
90,371 
24,330 


249,075 
98,443 
52,328 
94,470 


938,583 
107,471 
32,423 


230,931 
32,104 
93,303 


965,754 

50,735 
136,092 
778,927 


1,978,304 


918,877 
117,748 

36,152 
318,333 


8,661,876 





City of Chicago..... 

City of Los Angeles 

City of St. Louis 

City of San Francisco 


59,770 
212,049 
37,351 


' 


49,440 
287,720 
32,687 
109,440 





Compiled by Bureau of The Census, U. S. Department of Commerce 
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Gives you more profit 


and /00Z satisfaction 


to your customers / 


You and your customers BOTH profit 
when you sell PURITAN Sash Cord. 
You make more money—the contractor 
and the home-owner get more protection 
and satisfaction with Puritan’s lifetime 
performance! 

Puritan Sash Cord is top quality—yet 
priced to sell! Its popular price gives 
you faster turnover with a good profit. 
Its absolute dependability and special 
selling features make it easier to » 

With today’s low monthly terms on new 
homes and remodeling work, owners can 
afford to put in better sash cord. It is far 


PURITAN CORDAGE MILLS, 


il 
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cheaper in the long run. Builders and 
mortgaging companies who issue home 
loans today on 20-year payment plans know 
it is wise to protect their investment by 
installing quality sash cord at the start. 

Leading jobbers everywhere will tell 
you that Puritan has far greater strength 
than the specification requirements of the 
U. S. Government, states, municipalities, 
railroads, etc. It is guaranteed by one 
of America’s oldest and best known mills 

Make more profit and better turn. 
over on sash cord. Ask your jobber for 
PURITAN! 


Inc., 
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T is 3 o'clock on the afternoon of June 4 and 

William Daly and John McGurk, partners in 

the retail hardware firm of Daly & McGurk, are 
fishing. There’s nothing very arduous in their task 
for they are sitting on the bank of a creek with their 
backs up against a large willow tree. Their attitude 
gives one the impression that catching fish is of 
secondary importance and that they are there for 
the main purpose of enjoying a quiet afternoon. 


DALY: Three-quarters of an hour and not a bite 
yet. Boy, but it’s hot! 


McGURK: It was pretty hot at home when | left. 


That house of mine should be insulated. 


DALY: Well, I had my house insulated last year 
and you'd be surprised what a difference it makes. 
By the way, that June | issue of HARDWARE AGE had 
an interesting article on that very subject. This in- 
sulating is a double-barreled proposition. You keep 
the heat out in summer and keep it in in winter. We 
sit here and talk about it, but why don’t we advertise 
its advantages? It'll mean money for us. 


McGURK: You're dead right, Bill. Suppose we 
get an ad ready as soon as we get down to the store 
tomorrow? I’m for it! And, while I’m on the sub- 
ject, I noticed another interesting article in that issue 
on “Styling With Paint.” There’s extra profits in 
that idea! Get the people educated as to paint har- 
mony and styling and you'll see profits in the paint 
department take a jump. And you'll see bigger 
individual orders, too. 


DALY: Yep, styling of any kind is bound to 
build business and it’s bound to interest the women. 
Speaking of styles, did you read that article about 
Baun’s of Edgewood, Pa.? That firm goes after the 
feminine business for all it’s worth. Sell silk stock- 
ings, dress patterns, and notions and have a post 
office sub-station right in the store. And do the 
ladies love it! When you realize that women make 
85 per cent of the purchases made in this country 
you have to play up every angle that will bring “em 
into a store. Many a woman came into that store 
to buy a pair of silk stockings and wound up by 
buying hardware. We ought to take a leaf out of 
Baun’s book and fall in line. 

McGurk’s float disappears and there is a tug at 
his line. He sits up, plays the fish a bit and finally 
pulls in a big yellow perch. 

McGURK: Not bad, not bad! Well I'll be able 
to take home one fish anyhow. Say, speaking of 
this feminine angle, there was another interesting 
article about Meyer’s out in Omaha, Neb. Better 
read that one, too. 


DALY: | read it last night. I always take my 


After Hours! 








copy home over the week-end and read it from 
cover to cover. It’s a good idea. 

There’s a commotion in the water and Daly pulls 
in a fish that looks like a twin brother of the first one. 


DALY: Well, young feller-me-lad, we’re even. 
Say, what do you think of that new tool replace- 
ment policy? 

McGURK: A good thing and it'll save time, 
trouble and money all the way down the line from 
manufacturer to retailer. Some of those fellows buy 
tools on the basis that one purchase can be made 
to last a lifetime if they can only get us to replace 
them. Ninety per cent of the time it’s due to their 
own carelessness and everyone in the industry takes 
the rap for it. I’m glad to see that that policy has 


heen adopted. Must be hot up at the capital now. 


Wonder when the legislature’s going to adjourn? 


DALY: Any day will be the day I guess. See that 
legislative review in HARDWARE AGE states that the 
wages-hours bills have been turned down in every 
state in which they have been introduced. Boy, am 
I glad! 


McGURK: You've got nothing on me there. The 
hardware dealers have a break on one type of legis- 
lation anyhow. Too bad that some of those tax bills 
weren't turned down, my friend. 


DALY: John, you sound as if you’re speaking on 
the radio. Say, did you see that “Lum ’n’ Abner” 
were in that June 1 issue? They contended that 
wholesalers help the consumers as well as retailers. 


McGURK: Yes, and it was a mighty interesting 
article, too. They hit the nail right on the head. 
They discussed the grocery business, but what they 
said also applied to the hardware business. I’m go- 
ing to have young Jackson read that tomorrow if | 
can pry him loose from the builders’ hardware de- 
partment. Bill, there’s a kid that’s going somewhere! 
He’s been reading that series on “Taking the Mys- 
tery Out of Builders’ Hardware” ever since it first 
appeared. He knows his stuff. Did you see that 
order we landed from the board of education? Well. 
he was largely responsible for the size of it. Not 
only that but he managed to do a lot of “plus” busi- 
ness on the order. Sold ’em a lot of things they 
hadn’t even thought about. Well, the man who 
knows his stuff is the man who sells the big orders. 


DALY: Yes, and it’s the man who reads and 
keeps abreast of the times that knows his stuff. We 
did a mighty wise thing when we got extra copies 
for the clerks. We don’t miss very much now. Oh 
boy! 

Both floats disappear beneath the surface of the 
water and the partners give their undivided atten- 
tion to their fishing. —G.M.S. 
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Your Customers 
Know These Famous 
Products 


American Posts are strong and rigid. 
Farmers like the slit-wing anchor, it 
drives easily and holds the posts firmly 
in the ground. Available in the T, angle, 
U, and tubular shapes. 


r 


1U-S-S Roofing and Siding Sheets are 
lamous for long life and full protection. 
Every sheet well-made—full-size—tfull- 
eight. Available in corrugated, V- 
rimped and flat. 


J‘S-S Hex-Cel Poultry Netting sells on 
ight. Customers can readily see why it 
better than ordinary netting. Mesh is 
en. Hex-Cel unrolls easily and lies flat. 
Smooth, even galvanizing. 


BTORMSEAL ROOFING 
ENNESEAL ROOFING 
MERICAN LAWN FENCE 
YCLONE LAWN FENCE 
ATES AND FITTINGS 
MERICAN BARBED WIRE 
PROTECTOR POULTRY FENCE 
TRAIGHTLINE POULTRY 
NETTING 
MERICAN FUR FARM NETTING 
YCLONE SCREEN CLOTH 
YCLONE HARDWARE CLOTH 
LUE BONNET BALE TIES 
AILS, TACKS AND STAPLES 
LOTHES LINE 


| 
| 
| 
| 
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they want ...U°S°S AMERICAN 


ARMERS know what they want 

in fence. Long life—the ability 
to keep its shape in any extremes of 
weather — full protection, without 
constant attention. For more than 
forty years, thousands of farmers 
have been getting these qualities in 
American Fence. Those who have 
bought it will buy it again. Those who 
have seen it on other farms will want 
it on their own. This reputation is the 
most valuable selling aid you can 


have for boosting fence sales. 


AMERICAN STEEL 


Win a farmer to American Fence 
and he’s yours for keeps. And right 
now, with changes in farming methods 
creating new fence needs, it’s more 
important than ever to sell the fence 


that has customer preference. 


To any dealer selling U-S-S American Fence 
we offer effective sales helps for his store, plus 
the support of farm magazine advertising which 
is rapidly increasing customer preference. Ask 
your jobber for these sales helps, or write di- 
rectly to us. There’s no better way to build sales 
than to get behind a brand that has won its place 
through proven quality. 


& WIRE COMPANY 


Cleveland, Chicago and New York 
TENNESSEE COAL, IRON & RAILROAD COMPANY 


Birmingham 


COLUMBIA STEEL COMPANY 


San Francisco 
United States Steel Products Company, New York, Export Distributors 


ME 


"9 


Sell the Fence that gives them what 











By means of a photographic stunt, using a mirror, 
we are able to show a four-sided view of the sample 
room used by the Clark Witbeck Co., Schenectady, 
N. Y. The mirror on the table reflects the cabinets 
against the wall. C. P. McRae believes, as many other 
builders’ hardware men rightfully believe, that the cus- 
tomer should not be faced with numerous samples and 
should be permitted to concentrate only on those best 
suited to the particular job. 


Paul Patrick, manager of the builders’ hardware 
sample room for the H. A. Pleasants hardware store, 
Richmond, Va., makes some interesting comments re- 
garding segregated displays of builders’ hardware 
lines. Sample rooms, he feels, definitely increase sales 
and are indispensable to a fruitful builders’ hardware 
business. Clerks, who may be inexperienced, receive a 
keener appreciation of their job and are inspired to 
greater sales efforts by this type of display. Sample 
rooms also enable a dealer or his clerk to discuss the 
customer's requirements in a room, where both will be 
free of interruptions and where the interest of the cus- 
tomer can be concentrated on builders’ hardware alone. 
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In this view of the display room of 
the Townley Metal and Hardware Co., 
Kansas City, Mo., may be seen on the 
left, R. F. Townley and on the right, 
John Meyer, who is in charge of the 
company's builders’ hardware depart- 
ment. This sample room is used by the 
company’s dealers, who bring their cus- 
tomers in to make their builders’ hard- 
ware selections. The company assists 
in selling the customer's dealers. Many 
of the wholesalers throughout the coun- 
try are providing this service for the 
small dealer who is not equipped to 
furnish and display builders’ hardware 
from their own stocks. 
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This sample room is one of the 
many sample rooms used by the 
Lockwood Hardware & .Mfg. Co. of 
Fitchburg, Mass. This room is in the 
company's Chicago office 





Unique in design is the sample room of the Keith- 
Simmons Co., Inc., Nashville, Tenn. Instead of one dis- 
play room there are two, each 12 ft. square. The first 
room is furnished with a table and chairs and several 
samples on display. The second room is entirely lined 
with cabinets designed to look like panels. These 
display all the various builders’ hardware samples 
Walter Keith states this arrangement permits him to 
call to his customer's attention as few or as many sam- 
ples as he desires. It also avoids confusing the cus- 
tomer with a profusion of sample displays, since the 
customer views the samples only in the first room 
This arrangement also enables the company to keep 
its samples in a clean and orderly tashion 





The MacCarthy Hardware, Baltimore 
Md., is a business devoted exclusively 
to the sale of contract hardware. The 
cupboards in the sample room have 
upper and lower doors. Against the ad- 
joining wall are three chests of drawers, 
which contain most of the knob samples, 
mounted on 3 by 5 in. boards. Also in 
these drawers are hinge samples and 
other small items such as casement fea- 
tures. The paneled wall, cornice mold- 
ing, doors, window and trim are in 
ivory. The other walls are done in a 
plain, old rose-colored paper with black 
baseboards. Floors are natural finish 
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During the banking day, 
heavy traflic through bank 
entrances makes double- 
action, double doors highly 
desirable. However, up until 
a few years ago. such doors 
could not be used. Protection 
after the customary three 
o'clock closing demanded that 
one door should then have 
single action while the other 





BEFORE 3 O’CLOCK 


AFTER 3 O'CLOCK 


‘ 
‘ 


‘ 
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HOW READING MEETS THE THREE O'CLOCK 
CLOSING PROBLEM 


was made stationary. No de- 


vice to accomplish this was ’ 


then available. To meet the 
need, Reading developed an 
inexpensive bronze keeper 
which converts the double- 
acting active door to a single- 
acting door. By adding an 
electrical device not even a 
custodian is necessary to ad- 
mit late afternoon depositors. 





EVEN DEALERS CAN’T 
BUY THESE 
KEY BLANKS 


For additional bank protec- 
tion, Reading provides many 
different private keyways 
simi ar to these two. To ob- 
tain blanks for additional or 
replacement keys, only an or- 
der sent direct to Reading and 
personally signed by the 
bank’s president will be ac- 
cepted. Made up, the keys 
are then sent by registered 
mail to the bank’s president 
and delivered only to him. 



































MATCHING NEW HARDWARE TO OLD 


is a frequent hardware problem—especially in banks 
where age lends an air of security. Such a case oc- 
curred just recently when an old bank was enlarged. 
The design of the original 27 year old Reading hard- 
ware (shown above) had been discontinued some 
years before, yet we were able to obtain a perfect 
match at standard prices. 
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EXTRA QUARTER OF AN INCH 


How it Foiled Bank Robberies and Gained 12 Years’ 
Business for an Allentown Contract Hardware Dealer 
The time was 1927—the problem, bank protection. 

Tilghman Moyer Company, Inc., bank architects, had come to 
our Allentown dealer for a very unusual double-purpose lock. To 
make life difficult for ambitious bandits they sought a device that 
would normally operate like any other lock, but in emergency, 
would serve to send out a silent alarm to police headquarters. 

Our dealer was frankly dubious. This looked like more than 
even Reading Hardware Engineers could handle. But in less than 
a week, we had given the dealer a lock that accomplished the job. 
Without disturbing the existing mechanism, the back of a standard 
low-cost case was altered to accommodate tiny batteries and a 
contact switch. Two keys were provided—a plain key for normal 
use and a key which a cashier with a gun in his back could blindly 
select by feel from his pocket. 

This emergency key was an extra quarter of an inch in length— 
just sufficient to close the electric circuit and silently flash a 
warning to police headquarters. 

Tilghman Moyer Company were quick to accept this device and 
in the 12 years since have concentrated both their special and 
regular contract hardware business with our Allentown dealer. 
Naturally, other unusual bank protection problems have come up 
and for every one, Reading’s Engineers have quickly found an 
answer. Some of the other devices developed to help Reading’s 
dealer hold this profitable customer are illustrated on the opposite 
page. It is these devices about which Tilghman Moyer Company 
savs 

“Reading jobs are always right. The hardware is excellent, 
orderly-looking, tailored to the job, and mechanically as smooth 
as a watch. In our experience, it always holds up.” 

The creation and maintenance of customer enthusiasm like 
this makes it easy for Reading dealers to make profits and meet 
competition. Why not call in Reading’s Hardware Engineers next 


time the going is tough? 


CORPORATION « «¢ « 
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Neg. U. S. Patent Office 





SPECIAL PROTECTION 


Reading’s removable cylinder device 
protects banks against the possibility 
of keys falling into alien hands. For 
instance, during construction, tempo- 
rary removable cylinders are used in 
all locks. When construction is com- 
pleted, a sealed package containing the 
permanent cylinders, keyed asdirected, 
is sent to the architect on the job. All 
temporary construction cylinders are 
replaced with the permanent cylinders 
in the presence of a bank officer. Peri- 
odically thereafter, the bank may, if it 
wishes, replace or switch these cylin- 
ders at will by a quarter turn of a 
special key. Switching cylinders in a 
lock is a matter of only 30 seconds. 
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Branches. . 


. NEW YORK - CHICAGO 
PHILADELPHIA ° SAN FRANCISCO 


READING, PA. 
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TAKING THE MYSTERY OUT OF 


(Continued from page 19) 


is contained in the schedule you 
have attached as your order. 

If it becomes necessary to send 
a second order to the same fac- 
tory on the same job, my order 
number would be X347-A, the 
third X347-B, etc. I trust that I 
have been able to make this clear. 

In the back of the contract | 
use a yellow and a blue sheet, the 
regular schedule paper being 
white. If it is necessary, due to 
oversight in taking off the plans 
or because openings are added to 
send out hardware not on the 
schedule, it is put on the yellow 
sheet. 

If goods are returned they are 
listed on the blue sheet before the 
job is finally filed away com- 
pleted. The record must show 
every bit of hardware shipped to 
the job and any returned. 

A record of the charging of the 
job and the extras and a record 
of any credits issued should alse 
be kept. I believe that returned 
goods from contract orders should 
only be credited at cost when 
they are regular stock items. If 
they are special goods for this 
contract which are _ returned 
through no fault of yours in or- 
dering them, no credit should be 
given the customer for such mer- 
chandise. 


Profit 


As long as the good old U. S. A. 
continues on the capitalistic sys- 
them, just so long should you 
endeavor to sell at a profit. Tak- 
ing jobs for the honor of furnish- 
ing them or the advertising value 
expected doesn’t buy shoes for the 
baby, as the old saying goes. 

Let me leave this thought with 
you in closing this chapter. Build- 
ers’ hardware should be 2 per 
cent of the value of the building. 
You have not received your full 
share until you reach that per- 
centage. 

A builders’ hardware contract 
costs more to handle than selling 
the same items over the counter 
at retail. Have you obtained a 
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profit adequate for your work 
when you put in your figure? 
Ask yourself that question every 
time you quote on a job. 
Competition will not let you? 
Remember it costs your competi- 
tor as much to do business as it 
does you. Let’s put a stop to this 
doing builders’ hardware business 


without proper compensation. It 
can be done if we all decide to 
live and let live. 

Let’s sell builders’ hardware for 
profit! Forget the glory, adver- 
tising value, or taking it at no 
profit because of a competitor. It 
can be done! 

In the next chapter we start a 
series of three installments on in- 
teresting hardware problems and 
how they were solved. It is my 
opinion that the students of this 
course and builders’ hardware en- 
gineers of long standing will find 
these among the most interesting 
chapters of the entire course. 





An Unusual Sample Room 


Accessibility is the keynote of 
this sample room of John R. 
Schoemer Co., 420 Madison Ave., 
New York City. All samples 
must be kept out of sight of the 
customer and this is accomplished 
by using flush doors except on 
one case which displays some very 
beautiful French hardware. Dis- 
play boards in the cabinet are 
tilted at an angle. Mr. Schoemer 
very generously has advised of the 


cost to him of building his sample 
room. The building took care of 
the general painting. Painting of 
the woodwork was done by the 
company. The cabinet work and 
paneling cost $207; the ceiling. 
including beams, $75, painting 
$75 and rug, table, and chairs, 
$175. These figures serve as an 
excellent guide in approximating 
the cost of building a builders’ 
hardware display of this type. 


Attractive sample room of John R. Schoemer Co., New York City 
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DELUHE APPEAL WITH A VOLUME PRICE TAG 


_ The moderate price tag on this outstanding bicycle makes it an 
important profit opportunity. We know it is the best designed 
_ Bicycle we ever produced and we honestly believe it is the 


most beautiful thing on two wheels. 


The price of this fully equipped job will surprise and please you. 
It represents a real opportunity to step up your 1939 bicycle 
_ profits. May we send you our complete catalog and price list? 


THE MURRAY OHIO MFG.CO. « CLEVELAND, OHIO 
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WILLIAM J. RUMPEL, 
of Weston, Mo., celebrated his 
72nd birthday on January 21, 
1939, and has been identified 
with the hardware business for 
the past 52 years. The first 
three years of Mr. Rumpel’s 
business life were spent at the 
tinner’s trade. On his 20th 
birthday, January 21, 1887, he 
and his father joined together 
and entered the retail hard- 
ware business. Twelve years 
later he purchased his father’s 
interest in the business. He 
states with justifiable pride 
that during that 12-year pe- 
riod the firm lost less than 
$350 in bad accounts. On 
January 1, 1935, Mr. Rumpel sold the business to his son, 
George J. Rumpel, and his nephew, J. E. Rumpel. Al- 
though he has sold the business, he still spends most of 
his time at the store and takes great pleasure in making 
particular articles of tin or copper which come in on 
special order. Always interested in civic affairs. he 
served for 10 years on the city council. 


wM. J. RUMPEL 
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Hardware Age 
Fifty Year 
Club 


R. B. LOUDEN, president 
of The Louden Machinery 
Company, Fairfield, Iowa, has 
really been connected with the 
hardware business for 71 
years. In 1868, at the age of 
11 years, he drove the horse 
that provided the necessary 
power to run the machinery of 
William Louden who, at that 
time, was the world’s first 
manufacturer of hey carriers. 
It was on Feb. 28,'1857, that 
R. B. Louden first saw the 
light of day on a farm near 
Fairfield, Iowa. His schooling 
included the necessary years 
at a country school. He at- 
tended Parsons College, Fair- 
field, Iowa, but graduated in 1881 from North Missouri 
State Normal, Kirksville, Mo. For two years after gradu- 
ation he taught school and helped his brother make hay 
carriers in the summer time. From 1883 until 1886 he 
read law then headed for Kansas to make his fortune. 
But Kansas also had droughts in those days so he returned 
to Fairfield to devote all of his time and energy to build- 
ing up William Louden’s hay tool business. It was on 
March 12, 1889, that R. B. Louden became permanently 
associated with his brother. On Feb. 22, 1892, he became 
president of the Louden company which position he has 
held ever since. He has seen the company grow from a 
farm workshop to a concern employing many hundreds 
and distributing its goods to every civilized country in the 
world. His hobbies are the many civic and fraternal or- 
ganizations in which he is active. He is one of the leaders 
of the local Christian Science Church and an ardent 
Rotarian. Only recently he was feted upon the occasion 
of the completion of his fiftieth year as a member of the 
Blue Lodge Chapter and Commandery in the Masonic 
Order. He is also a 32nd Mason. 


R. B. LOUDEN 
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No farm equipment saves more time and labor during hay 
making than Myers Hay Unloading Tools. Myers Unloaders bear 
the heavy loads from wagon rack to mow or stack without a 
murmur. Every harvest tens of thousands of farmers depend on 
them to unload their hay or grain when it comes from the fields 
to the barn for storage. Many of them have been in service for 
from twenty-five to fifty years. Little wonder that year after year 
the good word is passed along from farm to farm that Myers 
Unloaders are unsurpassed for ease of operation, speed, economy 
and last but not least—durability. 

From now on until ‘harvest is over calls will be 
numerous for Myers Unloaders as well as for Myers 
Forks, Slings, Tracks, Pulleys, Hooks and Fixtures. Are 
you ready for this business? If not, don’t wait until 
the last minute, but mail us your orders now. We are 
prepared to give them prompt attention. 


THEF.E.MYERS & BRO.co. 


ASHLAND, OHIO, U.S.A. 
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N 1929 the Segal Lock & 
| Hardware Co. acquired the 

Norwalk Lock Co., South Nor- 
walk, Conn., which now manufac- 
tures the Segal items as well as 
its own broad line of builders’, 
marine, shelf, and specialty hard- 
ware. Prior to that time the Segal 
Lock & Hardware Co. had devel- 
oped an entirely new line of jim- 
my-proof locks. 

The idea for this type of lock 
originated in the mind of an in- 
genious young police officer who 
noted that the burglar never at- 
tacked the hinge or butt side of 
the door but went directly to the 
lock. It seemed strange to him 
that the door behind which valu- 
ables are housed, should be en- 
tered and robbed through the very 
device intended to prevent such 
intrusion. 

Thereafter the officer’s pursuit 
of criminals was frequently inter- 
rupted by a vague mental picture 
of a lock with all the functions of 
the usuai rim lock but with a bolt 
rising up and down, engaged in a 
strike with oval receptacles to re- 
ceive the bolt so that when en- 
gaged, the combined bolt and 
strike acted like a hinge. 

The construction of Segal’s orig- 
inal jimmy-proof lock now gen- 
erally known as No. 666, which 
number incidentally was taken 





The Segal and Norwalk Line 
of Builders’ Hardware 


A supplementary builders’ hardware educational 
article furnished by the manufacturer of this line 


Editor’s Note—The material and illustrations for this article were 





furnished in their entirety by Segal Lock & Hardware Co., New York, 
N. Y., at the invitation of this publication. This article is offered our 
readers as a supplement to the editorial educational series entitled “Tak- 
ing the Mystery Out of Builders’ Hardware,” in the belief that such sup- 
plementary information has genuine value in the study of this subject. 
Harpware AcE has invited all American manufacturers of builders’ 
hardware to supply similar illustrations and explanations of their re- 
spective lines, stressing any unusual or patented features. We believe 
that this is a constructive program that will give our readers very tangible 
additional value in the study of our series “Taking the Mystery Out of 
Builders’ Hardware.” In no sense is the publication of this article an 
endorsement of the statements, therein, on the part of the publishers. It 
is our sole desire to inform our readers as completely as possible on this 
subject. All manufacturers have been and are again invited to funish 
similar material, at their earliest convenience. This article is by J. J. 
O’Connell, sales manager, Norwalk Lock Co.. division of Segal Lock & 


Hardware Co.. New York. N. Y. 


from a play then current on Broad- 
way, called “Officer 666,” was 
crude, unwieldy and _ uncertain. 
Nevertheless a new contribution to 
security was created. The modern 
666 is simplicity itself. There are 
few working parts to get out of 
order and many of these locks are 
still in use after a quarter of a 
century of service. 





Collar 


The Segal countersunk cylinder 
ring now generally in use is an- 
other contribution to the industry 
and to protection. Before its con- 
ception locks, screws and all, fre- 
quently could be knocked off 
doors, with a center punch. The 
countersunk cylinder ring elimi- 





nates this possibility and all manu- 
facturers of rim locks now use it. 
The automatic shutter is another 





NOTE AUTOMATIC SHUTTER 
WHEN SPINDLE 1S WITHDRAWN 


The automatic shutter 


Segal contribution. It moves into 
place as the cylinder is withdrawn, 
preventing the opening of locks, 
since the steel plate effectively 
closes the cylinder hole so that no 
screw driver or other instrument 
can turn the bolts. 

In 1932 the C666 was developed. 
This lock combines all the features 
of the 666 plus a chain fast incor- 
porated in the lock itself. The 
chain fast functions as a part of 
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REGULAR pattern in 10 sizes. Blade 
length 2% in. to 12 in. Length overall 6% 
in. to 18% in. 


aan 


ELECTRICIAN pattern in 8 sizes. Blade 
length 2% in. to 12% in. Length overall 
6% in. to 16% in. 


SPECIAL pattern in 2 sizes. 1% in. and 
1% in. blade lengths. Length overall 5%4 
in. and 7% in. 





























“Champion” quality-built screwdrivers, backed by a name long identified with 
dependable merchandise will “measure-up” to every tool user’s requirements 
“Champions” are ruggedly built for rugged work. Blades, tested to split a screw 
head, are expertly forged from the toughest steel while a special construction 
feature positively prevents the blade from turning or working loose in the handle. 
You can be sure, when you sell “Champions” that you are offering a product 
that guarantees customer satisfaction. Count on this popular, dependable line 
to boost YOUR tool sales. Call your jobber TODAY. 
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FOR EVERY TYPE 
HOME IN ANY 
PRICE RANGE 


Attractively priced to 
meet the new trend of 
low cost housing—at- 
tractively designed to 
lend charm and beauty 
to any style home. 
Write for Forged Iron 
Design suggestions for 
Pennsylvania Farm, Cape 


—— - ! J Cod, Dutch Colonial, 


. } m French, English and 


fovged Lon baramare * ~~ ia 
TRL iideeeee me; 0 |)|~6McKINNEY 


MANUFACTURING CO. 


Rustic Beauty and Endurance ia : ; , PITTSBURGH 





DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 73 YEARS 
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the lock and can be released by the 
key. The C666 permits a visual 
interview behind a door, chained 
in place as effectively as with the 







conventional chain fast, but a twist 
of the key releases the chain for 
the rightful entrant. During the 
recent siege of murders in New 
York City due to illegal entry, po- 
lice and others recommended the 
use of this and similar devices for 
all housewives. 

Segal’s latest contribution to the 
hardware industry is the new 
Segal “Pick Proof” Cylinder. Ac- 
cording to a statement made by 
this manufacturer the Under- 
writers’ Laboratories, Bureau of 





Cross section mortise 


pick proof cylinder. 


Standards of the Insurance Com- 
panies have just completed tests 
proving that the Segal “Pick 
Proof” Cylinder cannot possibly 
be opened by any instrument 
other than the proper key. The 
Segal “Pick Proof” Cylinder is 
available in two models, rim type 
or mortise type and will fit all 
makes of cylinder locks. They 
are currently included with jimmy- 
proof Segal locks and lock sets. 
The pick proof features are 


also adaptable for use on auto- 
mobile locks, vending machines, 
filing cabinets, furniture, etc. 

A further contribution to the 
lock industry is the 88000 line of 


jimmy-proof rim lock sets consist- 
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ing of a rim lock, containing all 
the features of a mortise lock plus 
the jimmy-proof features. The 
ball-bearing like protrusions, on 
either side of the bolt engage in the 
strike, making the bolt and strike 
an integral part when the bolt is 
thrown. Its installation requires 










88000 


no mortising. The door is not 
weakened to the extent that some 
doors are when mortise locks are 
improperly installed. 

Segal locks, however, have not 
been confined to rim types alone. 
The 38000 line of mortise jimmy- 
proof locks is a development which 
includes all the functions of a mor- 
tise lock and contains the jimmy- 
proof bolt. This bolt enters the 


strike and drops a third bolt which 
inter-locks the strike and _ bolt. 
forming an intergal part. 


These 





mortise locks are furnished for 
store doors with double handles: 
for entrance doors with knobs on 
both sides, or with a knob inside 
and a handle outside. The strike 
is of such construction so as to be 
self-compensating. Incorrect in- 
stallation, sagging and warping of 





doors, is taken up by the cross bar 
in the strike, which keeps the bolt 


and strike at the proper operating 


















Adjustable trigger 


level within the normal action of 
nature on wood. 

The 1505 mortise deadlock is 
of the same construction as the 
38000. It is, however, equipped 
with a cylinder that cannot be 
turned loose by removing the set 
screws from the face of the lock. 
While the armored front effective- 








1505 


ly serves the same purpose, the 
feature of this cylinder eliminates 
the necessity of providing two 
fronts to prevent the removal of 
the cylinder. 

The 999,996 and 992 type of 
rim locks are of the same type of 
construction. The 688 and 996 
locks, the former of the style of the 
666, are furnished with cylinders 
on both sides to prevent the open- 

(Continued on page 85) 
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S the years have passed, one 
A can measure the progress 
in the hardware business 

by its catalogs. 

The Simmons Hardware Com- 
pany of St. Louis has just issued a 
catalog that has a number of 
unique features. One of them is 
a code in the number of each item 
that gives the retail merchant an 
idea of his profit at the retail 
price suggested. 

The catalog gives a full descrip- 
tion of each item with “selling 
talks” that makes the book not 
only useful in ordering goods but 
in selling them to consumers—in 
getting out retail advertising and 
circulars. It is brought out as a 
selling catalog, a means to in- 
crease the retailer's business and 
especially to assist the retailer in 
taking orders for goods he does 
not carry in stoek. 


A Real Encyclopedia 


I have just spent two hours 
studying this book and I am deep- 
ly impressed with the great 
amount of intelligent care and 
hard labor that has been put into 
this encyclopedia of hardware 
knowledge. 

I am also impressed with the 
variety of lines carried, the new 
goods, the illustrations and the 
general arrangement. In _ mail 
order house catalogs the amount 
of space is governed by the vol- 
ume of sales, but this is not true 
of this book. The governing idea 
here is to make the book useful 
to the retailer. For instance—a 
large number of pages are devoted 
to keys of all kinds. Many other 
low-priced items are given space 
out of proportion to their sales 
volume in dollars and cents. 

An innovation is the page num- 
ber at the bottom of the page in 
large figures—a good idea. 
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My Hardware Week 


By SAUNDERS NORVELI 


A work such as this is of gen- 
eral interest to every branch of 
the hardware trade. First, of 
course, it should be appreciated 
and used by the retail customers 
of the publishers. Next, to have 
the work achieve its full value. 
the retailer’s duty is to call the 
catalog to the attention of con- 
sumers who may be interested in 
the many lines and items so fully 
illustrated and described. 

Hardware clerks ambitious to 
rise in their profession can prof- 
itably devote a large part of their 
spare time to studying this book. 
A hardware catalog is the key to 
the hardware business, and hard- 
ware knowledge is the key that 
will open many opportunity doors 
to the oncoming generation of 
hardware clerks. 

With the catalog comes a clear- 
ly and well-written letter explain- 
ing just how the book should be 
used to the best advantage. 

To these suggestions I venture 
to add two things. First, that 
“stickers” be prepared to be 
placed on store doors or windows. 
inviting customers to inspect this 
catalog, and, second, that a sort 
of desk be prepared, inside the 
store, where a customer may com- 
fortably study the book. Any 
sportsman, for instance, would be 
greatly interested in turning the 
pages devoted to sporting goods. 
Here again, I note the generous 
use of space in showing kinds 
and sizes of fish hooks. It is sur- 
prising how many there are. 

* * * 


Following my recent article in 
which I chided the hardware re- 
tailer for not “getting out” after 
business, I am in receipt of a let- 
ter from Harry Yarner of Mayos 
Hardware Company, Jamaica 
Plain, Mass., from which I quote 
as follows: 

“The hardware store must be 


put more in the public mind. Why 
can’t we get the Columbia Broad- 
casting System to put on a skit 
that would bring the retail hard- 
ware store before the public. Such 
‘skits’ are now being used in the 
drug and grocery trades with good 
results.” 
* * * 

It is human nature to love a 
bargain. How about a well-adver- 
tised “clean up” sale as we go 
into the summer. It is surprising 
what people will buy just because 
it is cheap. Every store accumu- 
lates odds and ends. Why not as- 
semble them on a counter with a 
card such as “If our marked price 
is not low enough, make us a 


bid.” 


Selling “New Goods” 


There’s an art in selling “new 
goods.” If you just stick them 
in stock they probably will neve: 
be seen or called for by the con- 
sumer. I have known dealers to 
arrange a small all-glass showcase 
on wheels and fill it with new 
gadgets —‘especially new kitchen 
conveniences. They moved this 
case into a different spot from 
time to time. 


* x %e 


It is a common thing for peo- 
ple to bring “patents” to me. In 
many cases I find the item, or one 
like it, on the market. This week 
a man brought in a potato paring 
knife built on the principle of a 
safety razor. I tried it out and it 
worked splendidly — just peeling 
off the skin, not wasting the po- 
tato, and without danger of acci- 
dent. So this morning on my way 
to the office I dropped in at 
Weck’s cutlery shop and asked for 
a “safety potato peeler.” Surely 
they had one. Made by Henckels 
—Solinger — Twin Brand. This 

(Continued on page 89) 
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GLOBE AMERICAN CORPORATION EXPANDS 
RANGE AND HEATER DIVISIONS 


Announcing a general program 
of expansion the Globe American 
Corporation, Kokomo, Ind., will 
market complete new lines of 





PIERRE L. MILES 


Dutch Oven Ranges for elec- 
tricity, gas, coal, wood, and com- 
binations of these fuels. Also 
included in the new program are 
Glow Boy and Ray Boy heaters 
for coal and oil. 

In line with the expansion, 
Alden Chester, general manager 
of the corporation, has announced 
three additions to his executive 
sales staff. Pierre L. Miles has 
been elected a_ vice-president. 
George Boeddner is a special ac- 
count executive. Russell Ray be- 
comes merchandising manager. 
B. B. Turner continues as sales 
manager of the coal and oil ap- 
pliance department, and E. A. 
Maple is sales manager of gas 
and electric appliances. 

The new Globe executives are 
nationally known in the range 
and heating field. Mr. Miles was 
until recently a director of the 
Lindeman and Hoverson Co., of 
Milwaukee. Previously he had 
been general sales manager of 
Edison General Electric Co. 
(Hotpoint) and sales manager 
with Nash-Kelvinator in the range 
division. Mr. Miles will main- 
tain offices in the Civic Opera 
Building, Chicago, and will direct 
the national sales of a special 
line of Globe-American electric 


ranges. 
Mr. Boeddner comes to Globe 





62 





American from the Norge Di- 
vision of Borg-Warner, where he 
was manager of the heating di- 
vision. Formerly he was general 
sales manager of Fox Furnace 
and Air Conditioning Division, 
American Radiator Company. 

Mr. Ray was previously a sales 
executive with the Chambers 
Corporation, and is well known 
in the gas range field. Mr. Ray 
becomes Globe merchandising 
manager. 


GENERAL SALES MANAGER 
FOR ARGUS CAMERA LINE 


Announcement has been re- 
cently made of the appointment 
of R. G. Walker as general sales 
manager of International Re- 
search Corporation, Ann Arbor, 
Mich., manufacturer of Argus 
cameras and photographic equip- 
ment. Mr. Walker comes to In- 
ternational with a long and varied 
career in merchandising and sales 
work, including ten years as sales 
manager of the specialty division 
of the Bausch and Lomb Optical 
Company of Rochester, N. Y. 


ROETH ASST. DISTRICT 
SALES MANAGER 


Inland Steel Co., Chicago, IIl.. 
has appointed Albert C. Roeth. 
Jr., assistant district sales man- 
ager of the St. Louis office. He 
has been with Inland since Sep- 
tember 1933. He succeeds F. A. 
Ernst, who was recently trans- 
ferred to the St. Paul office of the 
company as district sales man- 
ager. 


EVANOIL APPOINTS 
NEW DISTRIBUTORS 


A. W. Shields, sales manager 
of the Evanoil Division of Evans 
Products Company, Detroit, 
Mich., announces the appoint- 
ment of the following additional 
Evanoil distributors. 

Listenwalter & Gough, Inc., 
Los Angeles; Baltimore Gas 
Light Company, Baltimore, Md.; 
Joseph Strauss Company, Buf- 
falo, N. Y.; Herr & Company, 
Lancaster, Pa.; Electric Supplies 
Dist. Company, San Diego, Calif. ; 
Townley Metal and Hardware 
Company, Kansas City, Mo.: 





| Kretschmer - Tredway 
Dubuque, Iowa; Hunter Broth- 
ers, Fayetteville, N. C.; Janney- 
Semple-Hill Company, Minneap- 





Company, 


olis, Minn.; Jacobi Hardware 

Company, Wilmington, N. C.; 

Howden Coal & Oil Company, 

Savannah, Ga. 

KEYSTONE STEEL ACQUIRES 
NATIONAL LOCK CO. 


The Keystone Steel & Wire 
Co., Peoria, Ill., has acquired 
control of the National Lock Co., 
Rockford, Ill. The Keystone com- 
pany plans no change in opera- 
tions or personnel of the Rock- 
ford concern. Reuben Sommer, 
vice-president of Keystone, was 
elected chairman of the board of 
directors, which includes W. H. 
Sommer, C. W. Laporte, Henry 
G. Sommer, D. P. Sommer, W. O. 
Fritze, and Attorney Theodore G. 
Baer, all of Peoria. Mark A. 
Sommer, Peoria, will be execu- 
tive vice-president. 


PRATT & LAMBERT HEAD 
DIRECTS CHAMBER 


H. E. Webster, president of 
Pratt & Lambert, Inc., Buffalo, 
N. Y., manufacturer of paint and 
varnish, was elected a director of 
the Buffalo Chamber of Com- 
merce at its annual meeting, 
May 25. 


BERRY BROTHERS 
APPOINT NEW PRESIDENT 


Berry Brothers, Inc., Detroit, 
Mich., announces the appoint- 
ment of Arthur Kiernan as pres- 
ident of the company. Mr. Kier- 
nan is well known in manufac- 
turing and distribution circles 
and has had wide experience in 
corporation management. 





ARTHUR KIERNAN 











MERCHANDISING MANAGER 
FOR MANSFIELD TIRE 
Edward J. Hegarty has been 
appointed merchandise manager 
of The Mansfield Tire & Rubber 
Company, with headquarters at 





EDWARD J. HEGARTY 


Mansfield, Ohio, according to am 
announcement of J. S. Wainright, 
general sales manager of the 
company. 

Recently Mr. Hegarty has been 
a member of the promotion staff 
of the New York World’s Fair. 
1939. He was formerly adver- 
tising and sales promotion man- 
ager of Standard Air Condition- 
ing, Inc., and merchandise sales- 
manager of the Northeastern dis- 
trict of Westinghouse Electric 
and Manufacturing Company. He 
is a director of the Advertising: 
Club of New York, and for a 
number of years chairman of the 
Advertising and Selling Course 
sponsored by the Club. 





PORTER-CABLE DOUBLES 
MANUFACTURING SPACE 


Through purchase of adjoining 
land and buildings, Porter-Cable 
Machine Co. of Syracuse, N. Y., 
manufacturer of portable and sta- 
tionary sanding and sawing ma- 
chines, has added 90,000 square 
feet to its present manufacturing 
facilities. The acquisition: gives 
Porter-Cable complete use of full 
railroad siding, and frontage on 
four streets, plus additional in- 
side and outside storage facilities. 
Part of the new buildings will be 
used for display purposes. 
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PRESIDENT ROOSEVELT OPPOSES 
WASHINGTON, D. C., FAIR TRADE LAW 


By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


President Roosevelt, who in the 
summer of 1937 “reluctantly” 
signed a tax measure because it 
carried the Tydings-Miller rider 
legalizing resale price mainte- 
nance in interstate commerce, is 
back in the ring opposing the 
law —this time by advising 
against immediate passage of a 
bill which would add the District 
of Columbia to the 44 states hav- 
ing fair trade laws on their sta- 
tute books. 

Although expressing no direct 
criticism of the bill, identified as 
H. R. 3838, Mr. Roosevelt said in 
a letter to the Senate that action 
should be delayed pending the 
outcome of the Federal Trade 
Commission’s studies of “fair 
trade acts.” 

The President wrote to Vice- 
President Garner: “My attention 
has been called to H. R. 3838, 
which would render legal in the 
District of Columbia *contracts 











for the maintenance of resale 
prices. A study of ‘fair trade 
acts’ which is a term applied to 
resale price maintenance statutes, 
has been begun by the Federal 
Trade Commission, and the Tem- 
porary National Economic Com- 
mittee has under consideration a 
study of general marketing laws, 
including fair trade acts and sta- 
tutes having to do with prices 
and price policies. In view there- 
of, this bill should not, in my 
judgment, receive the consider- 
ation of Congress until the afore- 
said studies of the subject matter 
of such legislation have been re- 
ported upon by the Temporary 
National Economic Committee 
and by the Federal Trade Com- 
mission.” 

If members of the House Dis- 
trict Committee, who have been 
conducting hearings on the bill, 
heed White House advice, the re- 
sult will be a considerable delay. 
especially if Congressional mem- 


bers defer action until the TNEC | 


completes the contemplated study 




















of general marketing laws men- 
tioned by Mr. Roosevelt. 

A vote on H. R. 3838 would 
offer a test of Congressional sen- 
timent on resale price mainte- 
nance for the first time since pas- 
sage of the Tydings-Miller bill. 
It is regarded as likely that fail- 
ure of the District resale price 
measure to pass would prompt 
the White House, the Federal 
Trade Commission and the De- 
partment of Justice to push for 
repeal of the Tydings-Miller law. 

The Federal Trade Commission 
is anxious to bring about repeal 
and the Department of Justice 
has recently indicated its dislike 
for the law. During the hearings 
on the District resale price mea- 
sure, J. C. Wilson and Corwin B. 
Edwards, representative of the 
Department of Justice Anti-trust 
Division, told the House sub-com- 
mittee that the proposed legisla- 
tion would aggravate the cost of 
distribution, and that if prices 
on trade-marked articles are fixed 
it might be necessary for retail- 
ers to adopt another plan of price 
cutting. 

While both stressed that they 
spoke only for themselves and 











The above gentlemen were elected to guide the activities during 1939 of the Chicago Retail 
Hardware Association, Merchandise Mart, at its May 26th meeting. Seated, left to right, are: new 
vice-president, James Cihak, Joseph Cicovsky & Sons; new president, H. D. Crook, Bryn Mawr 
Hardware; chairman of the board, Ronald G. Dix, Dix Hardware. Standing, left to right, are: 
J. C. Amis, secretary-treasurer; newly elected director for three years, Charles A. Chouffet, Oak 


Park Hardware, Oak Park; director Charles N. Menzel, 


Menzel Hardware; 


newly elected 


director for three years Richard Hesse, Hesse Hardware; director Ray Hass, Ray Hass Hardware, 
and director Spencer E. Johnson, Johnson Hardware. Director Edward Vondrak, Vondrak Hard- 
ware, does not appear in the photo. 
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not for the Attorney General, 
they appeared by permission. of 
the Justice Department and there 
seemed to be little doubt that 
their remarks reflected the senti- 
ments of the Department. 
Representatives of the National 
Grange, the American Farm Bu- 
reau Federation and the Mail 
Order Association of America 
also appeared before the sub 
committee to oppose the law. 





TRU TEST APPOINTS 

DEPARTMENT CHIEFS 
The Tru Test Marketing & 
Merchandising Corp., Merchan- 
dise Mart, Chicago, IIl., has an- 





CHARLES J. CUNIUS 


, 

nounced the appointments of 
Charles J. Cunius as head of its 
toy, wheel goods and bicycle de- 
partment and G. P. Singletary 
as head of its automotive depart- 
ment. : 

Thoroughly familiar with the 
national toy and wheel goods 
market and toy merchandising, 
Mr. Cunius, for the past 15 years 
has been toy buyer for the Sup- 
plee-Biddle Hardware Co., Phil- 
adelphia, Pa. Mr. Singletary has 
had 10 years’ experience in man- 
agement and buying for a retail 
automotive chain. 





IMPERIAL BIT & SNAP 
NAMES WESTERN AGENT 


The Imperial Bit & Snap Co., 
Racine, Wis., has appointed L. J. 
Horn, St. Louis, Mo., manufac 
turers’ agent as its representative 
in Iowa, Missouri, Nebraska, Ok- 





lahoma. and Texas. 
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BARLOW & SEELIG HOLDS 
SALES CONFERENCES 


Sales executives representing 
every state in the Union met with 
factory officials of the Barlow & 
Seelig Mfg. Co., Ripon, Wiscon- 
sin, manufacturer of Speed Queen 
washers and ironers, in a series 
of group conferences. R. I. Pet- 
rie, president of the company, 
V. F. Hannon, sales manager, and 
M. A. Toussaint, advertising and 
sales promotion manager, con- 
ducted the conferences, which 
were held in Ripon, St. Paul, 
Kansas City, Fort Wayne, and 
Pittsburgh. Over 40 direct repre- 
sentatives of the company par- 
ticipated. 


New approaches to the promo- | 
tion of the Speed Queen sales ; 


story were discussed, along with 
the planning of new promotional 
activities and an analysis of 
coverage and dealer activities in 
the 5000 communities in which 
the Speed Queen has represen- 
tation. Among other problems 
discussed was a new approach to 
ironer volume. 


SALES COUNSEL NAMED 
FOR “PAKAY” PRODUCTS 


The Nashua Gummed and 
Coated Paper Company, Nashua, 
N. H., has appointed the Feder- 
ated Sales Service, Inc., 729 
Boylston Street, Boston, Mass., as 
sales and marketing counsel for 
the Pakay Division which manu- 
factures a line of patented mois- 
ture-proof transparent Cellulose 
doilies along with waterproof 





mats and matching napkins. The 
Federated Sales Service, Inc., will 
soon appoint manufacturers’ 
agents to handle the Pakay line 
in various territories throughout 
the United States. 


GEORGE BEAUDIN HONORED 
BY ASSOCIATES 


More than 50 friends and as- 
sociates of George Beaudin, Chi- 
cago representative of J. Wiss & 
Sons Co., Newark, N. J., gathered 


GEORGE BEAUDIN 


at a dinner party, May 22, in the 
Chicago Athletic Club to cele- 
brate Mr. Beaudin’s 60th birth- 
day. Many verbal tributes were 
paid him and he was presented 
with a pair of handsome travel- 
ing bags. A feature of the party 
was a program brochure about 








Mr. Beaudin written entirely in 
humorous verse. 

The celebration was given 
under the auspices and chairman- 
ship of Ned Swift, Chicago man- 
ager for The Stanley Works, New 
Britain, Conn. 


WOODWRIGHTERS, INC. 
NAMES SALES COUNSEL 


The Woodwrighters, Inc., 
Wellesley, Mass., has announced 
the appointment of the Federated 
Sales Service, Inc., 729 Boylston 
St., Boston, Mass., as marketing 
and sales counsel for its entire 
line of hand-made reproductions 
of old New England and Colonial 
furniture and wood novelties. 

The Federated Sales Service, 
Inc., will aid this concern in all 
phases of sales and marketing 
work and will set up for the com- 
pany a national sales force of 
manufacturers’ agents to contact 
the entire trade. 


BROWNELL RESIGNS AS 
ERIE HARDWARE HEAD 


Adon H. Brownell has sold his 
interest in the Erie Hardware 
Co., Erie, Pa., to the McDougall- 
Butler Co.. Buffalo, N. Y., and 
has resigned as president of the 
Erie company. He is succeeded 
by Andrew S. Butler, president of 
McDougall-Butler. Other new of- 
ficers of the Erie Hardware are: 
secretary, Norman McGrath and 
treasurer, Herbert Miller. The 
business will be continued as the 
Erie Hardware Co. with no change 
in its corporate structure. 





CINCINNATI CLUB HOST 
TO N.R.H.A. CONGRESS 


The hardware trade took a 
holiday recently as the Cincin- 
nati Hardware Club sponsored its 
annual outing-dinner at the 
Hamilton Country Club, Cincin- 
nati. Manufacturers, jobbers, and 
retailers alike joined in the 
merrymaking with athletic events 
and golf provided for those de- 
siring vigorous recreation. 

Harold S. Stith, vice-president 
of the hardware club, was chair- 
man of the committee in charge 
of arrangements for the party. 
A. B. C. Wahlke, club president, 
and Charles Klusmeyer, secretary, 
reviewed arrangements for the 
40th annual congress of the Na- 
tional Retail Hardware Associa- 
tion as part of the program for 
the day. 

The congress will bring to- 
gether delegates of the industry 
from all parts of the United 
States. 

The holiday program was closed 
with a dinner and social session. 


PADDOCK IN SALES WORK 
WITH CORBIN SCREW 


Elliott C. Paddock has been 
appointed assistant sales man- 
ager of The Corbin Screw Corp., 
New Britain, Conn., with offices 
at the home plant. He was for- 
merly assistant manager of sales 
for the Greenfield Tap & Die 
Corp., Greenfield, Mass., and is a 
past president of The Nutmeg- 
gers, Inc. 








700 DINE WITH HARDWARE SQUARE CLUB 


Part of the gathering of more than 700 hardwaremen who attended the 11th annual shore dinner of the Hardware Square Club, No. 
675, at the Hotel Astor, New York City, on May 4. The party was held in the grand ballroom of the hotel and was decorated in 
effective nautical style. Ralph S. Allen, Diamond Expansion Bolt Co., secretary of the club, was general chairman of the affair- 
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for Oil Burning Space Heaters | 


Are they talking 
about you? 














A-P Electric ‘‘Auto-Heat” A-P “’Oilifter”’ | 
Top Unit Fuel Feed | 41 


A-P Constant Level 
Oil Control 


A-P Electric “’Auto-Heat”’ Top Unit A-P “Oilifter’’ — Mounted in 


bring to- 
industry 
» United 








ras closed 
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} WORK 


- a packaged sales unit — adds 
Automatic Temperature Control 
to Space Heaters. Anyone can in- 
stall it oom in a few minutes 
time. Just fasten the Electric 
“Auto-Heat’ Top to A-P Manual 
Control on Heater, wire through 
transformer to attractive Wall 
Thermostat. Governs temperature 
accurately with less than 2° va- 
riation from Thermostat setting. 


place of Manual Control—draws 
fuel from remote bulk storage 
tank and meters it as meg to 
burner for any desired heat. Fuel 
Supply can be 3 floors below or 
300 feet away from heater. Avoids 
fuel handling — eliminates need 
for fuel tank on Heater. A great 
convenience — inspires Multiple 
Heater Sales for homes, schools, 
halls, Tourist Camps, etc. 


yy 
“No wonder m 5 


stove didn’t wor 

right. Smith’s store did not 
send me a Perfection wick. 
So I got one at Jones’ store.” 


@ When you sell a Perfection stove user a “just-as- 


good” wick you take the first step toward losing that 


REW A-P Constant Level Oil Control used on the majority of lead- : : : 
customer. For only Perfection wicks bring out a/l 


has been ag Oil Burning Appliances, opens the way to faster Heater 
e: 





les man- ssatie Temperature Control and Remote Fuel Peed. the fine performance built into a Perfection oil stove. 
th — One sure way to keep customers, and keep them 
wan ter These famous Oil Burning Appliance Manufacturers RECOMMEND A-P satisfied, is to sell only Perfection wicks for 
+ of sales Perfection stoves. Then your customers can count 
p & Die sneer acme eaten esau oom or toon Ss. | Ht on the “Perfection” performance they're entitled 
that Anchor Stove & Hange Co., Inc. © - - -"""New Albany, Indians - to... and you can “count on” your customers! 


Nutmeg- 


Associated Oil Burner Co. 
Auto Stove Works - - - - 
Caloric Gas Stove Co. - -.- - - 
The Cleveland Co-operative Stove Co. - 
Cole Hot Blast Mfg. Co. - - - - 
The Coleman Lamp & Stove Co. - 
Copper-Clad Malleable Range Co. - - 
Dixie Foundry 

Dortch Stove Works - 

Duo-Therm Div., Motor Wheel Corp. - 
Eagle Stove & Foundry Co. 

Estate Stove Co. 

Florence Stove Co. 

Gasoroil Mfg. Co., Inc. 

Globe American Stove Corp. 

Globe Machine & Stamping Co. 

Gray & Dudley Co. 

Great Western Stove Co. 

International Oil Burner Co. 

Laco Oil Burner Co. 

A. J. Lindemann & Hoverson Co. 

H. C. Little Burner Co. 

Lonergan Mfg. Co. 

Malleable Iron Range Co. 

Metal Door & Trim Co. 

Midwest Mfg. Co.- - 

The Moore Corporation 

Oakland Foundry Co. 

Odin Stove Mfg. Co. 

Ohio Foundry & Mfg. Co. 

Peoples Oil Burner Co. 

Perfection Stove Co. 

Prentiss-Wabers Products Co. 

Quaker Manufacturing Co. 

Quincy Stove Co. 

Renown Stove Co. 

Round Oak Co. 


Hartford, Connecticut - - 


- National Stock Yards, Illinois - 
Philadelphia, Pennsylvania - - 
- American Furniture Mart - - § 


American Furniture Mart 
American Furniture Mart - - § 
- St. Louis, Missouri - - 
Cleveland, Tennessee 
Franklin, Tennessee 


- American Furniture Mart - - 


American Furniture Mart - - 
American Furniture Mart - - Sy 
Kankakee, Illinois - - 
Genoa City, Wisconsin - 
Kokomo, Indiana 
American Furniture Mart - 
Nashville, Tennessee - 
Leavenworth, Kansas - 
American Furniture Mart 
Griswold, Iowa 
Milwaukee, Wisconsin 
San Rafael, California - 
American Furniture Mart 
Beaver Dam, Wisconsin 
-- LaPorte, Indiana - - 
- - Blackstone Hotel 
American Furniture Mart - - Space 
American Furniture Mart - Space ! 
American Furniture Mart Space 
Steubenville, Ohio - 
Chicago, Dlinois - 
Cleveland, Ohio ; - 
American Furniture Mart - Space 51 
American Furniture Mart - Space ! 
- Quincy, Illinois - 
American Furniture Mart 
- Dowagiac, Michigan - - 


Samuel Stamping & Enameling Co. - - - American Furniture Mart - - Space 5 


Siegler Enamel Range Co. 
Silent Glow Oil Burner Corp. 


Tennessee Enameling Mfg. Co. - - - - - 


Tennessee Stove Works 
United States Stove Co. 


American Furniture Mart - - Space 
Hartford, Connecticut 
American Furniture Mart 
Chattanooga, Tennessee 
American Furniture Mart - 





@ ONLY THESE EXCLUSIVE PERFECTION 
PATENTED WICK FEATURES GIVE 
TRUE “PERFECTION” PERFORMANCE! 


New, 3-Ply Perfection Patented Inner-Flow Wick 


New 3-Ply Inner-Flow 
Wick with inside ply 
turned back to expose 
center ply. 


Hidden between the 
two outer plies of this 


NOT this... Enlarged 
cross section of an 
ordinary 2-ply wick 
showing the path of 
the oil through the 
woven cords. 


wick is a third ply 
of straight vertical 
cords, which pre- 
ventsshrinkingand 
stretching—gives 
steadier flame 
pdjustment. 


But THIS...inner-Flow 

Wick gives free pass- 

ageway for oil through 

straight cords of cen- 

ter ply for quicker, 
hotter flame. 


American Furniture Mart - - 
Everett, Washington - - ..- 
Furniture Marts — Los Angeles and San Francisco 


he Mark 
AUTOMATIC PRODUCTS COMPANY The M 


Viking Mfg. Co. 
Washington Stove Works 
Western Stove Co, 


of Quality 


PERFECTION 


| 
STOVE COMPANY 


7155-C PLATT AVENUE * CLEVELAND, OHIO 


NORTH THIRTY=SECOND sTREeET | 
MILWAUKEE WISCONSIN | 


Manufacturers of Controls for all Oil Burning Appliances 


DEPENDABLE 


THE BYWORD® FOR A-P CONTROLS 
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Want to double your fan sales in ’39? Here’s how! 


The most powerful fan selling feature ever 
developed—vVictor’s patented no-draft, no-blast 
“Miracle Breeze”—is ready to help you get more 
fan business than you’ve ever had before. The 
famous Victor Ribbon Test gives you more than 
a talking point . . . it’s a sure-fire demonstration 
your customers can see and feel! 


THE BIG PROFIT LINE! 


Victor Fans are quality buile for years 
of outstanding performance. Every type 
and size—in models for home, office, 
commercial and industrial use—is priced 
to meet competition. Victor Miracle 
Breeze Fans can make big profits for 
you . . . send for Victor’s complete, 
new 1939 catalog today—it’s free 
for the asking! 





“Tornades” 


2988 Robertson Ave., Cincinnati, Ohio 


The only Portable 
Electric lroner tha? 


VICTOR Lcs00-stalkic 


7 offers .-.. 


) — 20-INCH ROLL 
SELECTIVE "LAG” 
KNEE CONTROL! 





WILSON IN SOUTHWEST 
FOR LUFKIN RULE 


Harry B. Wilson has been ap- 
pointed representative for The 
Lufkin Rule Co., Saginaw, Mich., 
in the Southwest territory. Mr. 


H. B. WILSON 


Wilson will make his headquar- 
ters in Dallas, Tex. He succeeds 
the late Fred Hollingworth. 

Mr. Wilson, who was formerly 
associated on the West Coast and 
in the Southwest with Mathias 
Klein & Sons, Chicago, is a son 
of H. B. Wilson, president of the 
American Hardware Manufactur- 
ers Assn. 


MARKET DATA HANDBOOK 
NOW AVAILABLE 


Secretary of Commerce Harry 
L. Hopkins has announced that 
the 1939 edition of the “Con- 
| sumer Market Data Handbook” 
| is now available to businessmen 
|for use in analyzing markets. 
| The handbook was compiled as 

part of the Commerce Depart- 

ment’s “aids to business” pro- 
| gram, Secretary Hopkins said. 

Market facts for each city of 
| more than 2,500 population and 
| for every county in the United 
| States are included in the publi- 
cation. In general, the informa- 
tion deals with where consumers 
| of various products are concen- 
trated, how many consumers 
there are, the types of communi- 
| ties in which they live, the kinds 
|of retail stores they patronize, 
| and their ability to buy. 

Secretary Hopkins said the 
handbook will enable small 
| manufacturers and wholesalers to 
market their products on a scien- 
tific basis without resort to the 
library of 118 governmental and 
private volumes and reports from 
which these data were drawn. 

Census of Population figures 
on the number of families, per- 
sons, number of homes and 
homes owned indicate the number 














of potential purchasers in each 


community in the country. The 
number of establishments and 
volume of business of various 
trades and industries show to 
some extent the principal wealth 
producing activities in each 
area. Combined figures for the 
number of employees and wages 
indicate variations in income 
from county to county. 

A specially prepared “Index of 
Place in Local Sales” shows the 
relative importance of each kind 
of retail store as an outlet for 
consumer goods as compared 
with the relative importance of 
that kind of store in the nation 
at large. Other indicators of con- 
sumer purchasing power include 
data on radios, passenger autos, 
telephone, magazine circulations, 
domestic electric meters, value of 
farms, and total income tax re- 
turns classified by income classes. 

The 1939 “Consumer Market 
Data Handbook” can be ob- 
tained for $1.75 from the Super- 
intendent of Documents, Wash- 
ington, D. C., or from any one 
of the 33 District and Coopera- 
tive Offices of the Bureau of 
Foreign and Domestic Commerce 
located in principal cities of the 
United States. 


——— 


“STERLING” FENCE 
CATALOG ISSUED 


The Northwestern Steel & Wire 
Co., Sterling, Ill., has issued an 
attractive 40-page spiral-bound 
catalog graphically presenting 
“Sterling Quality” wire products. 
The catalog shows poultry net- 
ting, field fence, hardware cloth, 
nails, staples and brads, orna- 
mental and woven wire fence, 
smooth wire, barb wire, steel 
posts and gates, corn cribs, bale 
ties, stretchers, billets, rods, and 
bars, angles, bands, and shapes. 

The various types of fences are 
illustrated in half-page size and 
make excellent selling points for 
the dealer to present to his 
farmer-customer. Fence specifica- 
tions are given directly on the il- 
lustrations so that the dealer or 
customer can easily and quickly 
determine the varying distances 
between the bars, the number of 
bars, and the height of the fence 
The illustrations of steel posts 
show how fence is attached for 
maximum security. In addition, 
“Sterling” features such as the 
hinge joint and tension curve are 
illustrated and described. 


DEALER HEADS LOCAL 

COMMERCE CHAMBER 

Wayne H. Bentley, hardware 
merchant of Great Bend, Kan., 
has been elected presidnt of the 
Great Bend Chamber of Com 


merce. 
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J. MILLER WINS EASTERN HARDWARE GOLF 
CHAMPIONSHIP—TED HEYMANN RUNNER-UP— 
PERLEY CHASE ELECTED PRESIDENT 


Major winners and officers of Eastern Hardware Golf Associa- 
tion whose annual tournament was held June 1 to 3, 1939, at 
the Cavalier, Virginia Beach, Va. No. 1—Secretary-Treasurer 
H. L. Gilliam, Wood Shovel & Tool Co., Champion J. Miller, 
Bethlehem Steel Co., Vice-President L. B. Jackson, Wickwire 
Bros., and Runner-up Ted Heymann, Edw. K. Tryon & Co. 
No. 2—Retiring President J. Disston, Jr., Henry Disston & 
Sons Co., Inc., and Leo C. May, May Hardware Co. No. 3— 
Messrs. Miller and Heymann as they finished up the finals. 
No. 4—Director Ned Fraim, E. T. Fraim Lock Co., Vice-Presi- 
dent Peter Igoe, Jr., Igoe Bros., and newly elected president, 
Perley Chase, Chase, Parker & Co. Other photos taken by 
HARDWARE AGE at the Virginia Beach meeting and other 
details will be published in the June 29, 1939, issue. 












JUNE 15, 1939 








¢ a 


Competitive Claims 


INCREASE 
RIXSON SALES 


@ There’s a popular belief 
that a man who pioneers improve- 
ments pays a penalty for his lead- 

Reus ership. But year-in year-out sales P 
records prove this theory is a 
fallacy in the case of RIXSON and 


distributors of RIXSON improved 
mechanismsin builders’ hardware. 


True, each new RIXSON device 
has been followed by imitations, 
offered to dealers and their cus- 
tomers as “similar to RIXSON’S’’ or 
“Sust as good as RIXSON’S.” But 
wherever competitors have used 
RIXSON’S name and reputation as 
their quality-proving yardstick, 
the result has been screased bust- 
ness on RIXSON devices. For ex- 
perienced buyers knowthata prod- 
uct which even competitors class- 
ify as the accepted standard has 
that plus value which imitators 
invariably fail to achieve. 








That’s one of many reasons so 
many dealers find it so worthwhile 
to feature RIXSON products. Every 
time the name ‘“‘RIXSON”’ is used 
indirectly as a selling point for 
others, it emphasizes the fact that 
RIXSON dealers are offering mer- 
chandise that sets a standardwhich 
others are hoping to approximate. 


THE OSCAR C. RIXSON COMPANY 
4446 Carroll Avenue, Chicago, Illinois 


RIXSON REPRESENTATIVES AT: 
NEW YORK: 101 Park Avenue, and 2034 Webster Avenue - PHILADELPHIA: 
211 Greenwood Avenue, Wyncote, Pa. - ATLANTA: 152 Nassau Street - NEW 
ORLEANS: 1001 Broadway - SAN FRANCISCO: 116 New Montgomery Street 
LOS ANGELES: 909 Santa Fe Aveuve 
LONDON, ONTARIO, Canada: Richards-Wilcox, Ltd. 
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IMPROVED MECHANISM IN BUILDERS’ HARDWARE 
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EW DOOR 
: ERS 


There’s still time to get 
those extra dollars out of 
the screen door season with ILCO Screen Door 
Closers. You can get in a stock at once that will 
meet the demands of all your customers. For the 
ILCO line is complete with models and prices to 
suit all comers. You'll never lose a customer with 
ILCO. 

Don’t lose precious time and profitable sales! Send 
in your order today, and we'll give it immediate 
attention. 



























Large, sturdy barrel; weather re- 
sisting gun metal finish; specially processed, enclosed 
spring; improved positive adjustment; simplified op- 
plication for right or left hand, inside or out. 


1LCO No. 3002: 




















HCO No. 3001 Senior: Solid brass barrel, polished 


heavy duty special tempered spring; 
easily installed anywhere. 





adjustable speeds; 















1LCO No. 2001A Junior: Solid brass barrel enclosing heavy 
spring; adjustable speeds; easily installed. 
ILCO KEY 


ILCO No. 650 Liquid Closer: Compact and power- 


B 
See 7 ge ful—instailed anywhere without reversing spring; 
maintain an ex- adjustable speeds; best materials and workman- 
tremely large as- ship. 


sortment at all 
times, and can 
fill orders from ATTRACTIVE COUNTER DEMONSTRATING DIS- 


PLAYS FURNISHED ON REQUEST 


. INDEPENDENT 








’ Lock COMPANY 


Fitchburg, Mass. 





Branches in all Principal Cities 










| months’ 





| cleaners but do not want them. | 


SOUTHERN CALIF. ASSN. 
TAKES TO THE AIR 


An innovation in hardware 
store promotions has been started 
by the Southern California Retail 
Hardware Assn. in sponsoring a 
radio program in conjunction 
with local wholesalers and na- 
tional manufacturers. A_ three 
trial program has been 
financed with each interest party 
paying a third of the costs. 

This program, built about the 
slogan, “Check your hardware 
store for values and variety,” is 
delivered by Fletcher Wiley, 


West Coast radio broadcaster. 


During the program, listeners are | 


requested to go to their nearest 





hardware store for free booklets 
on the care of tools, “Helpful | 
Household Hints,” etc. The lat- 


| ter beoklet was compiled espe- 


cially for this program by J. V. 
Guilfoyle, managing director of 
the association. 

Cooperating stores carry stream- 
on their windows stating. 
“We present Fletcher Wiley’- 
daily radio program on_ station 
KNX.” He is on the air every 
other day from 12:00 to 


ers 


12:30 | 


noon and on other alternate days 


from 6:00 to 7 


11 MILLION HOMES NEED 
VACUUM CLEANERS 


Half of the people coming into 
hardware and electrical stores 
are prospects for new or used 
vacuum cleaners H. V. Mann, 
sales manager, Premier Vacuum 
Cleaner Co., Cleveland, Ohio, 
pointed out in a talk before the 
Electrical Appliance Dealers As- 
of Brooklyn, in the 
Brooklyn, N. Y., 


sociation 
Columbus Club, 
recently. 
Through the use of charts Mr. 
Mann showed that out of the 22 
million wired homes more than 
11 million were without vacuum 
cleaners. Breaking down 
market he stressed the fact that 
five million homes out of this 1] 
million “have nots” need vacuum 


It is the salesmen’s job to show 
this group the health value of 


the equipment. Of the 11 mil- 
lion homes who now have 
vacuum cleaners, six million need 
| new machines that will do a 


| more efficient job since their ma- 


| ers. 


| 


| contract 






chines are from four to 30 years 


old. Considering the two groups 
together 11 million homes are 


in need of modern vacuum clean- 
This is to be an attractive 


| market to progressive merchants. 


W. H. Ingersoll, president, 
American Fair Trade League, 
370 Lexington Ave., New York 
City, discussed the new fair trade 
covering Fada _ radios 
which the company will issue in 


:30 in the morning. | 











this | 








about 10 days. He stated that in 
his opinion this contract would 
correct certain unsatisfactory 
conditions that have existed in 
the past. George W. Magno, 
president, presided over the meet- 
ing which was attended by ap 
proximately 125 dealers. 


SARGENT REPRESENTATIVE 
IN SOUTHWEST 


Sargent & Company, New 
Haven, Conn., has appointed 
Alvin J. Wurzbach as its repre 





ALVIN J. WURZBACH 


sentative in Kansas, Nebraska. 
Northwest and Panhandle of 
Texas, Colorado, Wyoming and 
New Mexico. 

Mr. Wurzbach has been con- 
nected with Sargent & Company 
since 1927. He previously served 
as a sales representative and an 
assistant to L. W. Oakes, who has 
been made assistant general sales 
manager at the main office and 
factory at New Haven. 

Mr. Wurzbach will make his 
home at 625 East Gregory Blvd.. 
Kansas City, Missouri. 


POT AND KETTLE NEWS 


More than 140 people attended 
the 5th annual dinner dance of 
the Seattle Pot and Kettle Club 
at the Olympic Hotel, Seattle. 


Wash., on May 6. A cocktail 
party in the Junior Ballroom pre- 
ceded the dinner which was 


served in the Spanish Ballroom 
and was followed by dancing. 

At the recent meeting of 
San Francisco Club at the 
Francisco, Calif., Merchandis« 
Mart, entertainment was a South 
ern Pacific program, “A Trip to 
Mexico.” Sidney Zobel reported 
on the progress of plans for the 
national convention and for the 
golf tournament. 

The Oakland Club is meeting 
in a new place, the Athens Ath 
letic Club. 


th 
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INDUSTRIAL MARKET 
SURVEY TO BE AVAILABLE 


Secretary of Commerce Harry 
L. Hopkins has announced a 
new business service would be 
available for distribution this 
summer in the form of an in- 
dustrial market survey covering 
vital information of interest to 
business men in every county of 
the United States. The study, 
known as the Industrial Market 
Data Handbook, was originally 
requested of the Department of 


|ties. He will add some hardware 
| items and dairy supplies. 

Mr. Rogers has had a wide 
hardware experience. He be- | 
came associated with the Swank 
Hardware Co., Johnstown, Pa.. 
in 1893 and was manager and 
buyer for builders’ hardware, 
tools, cutlery, sporting goods and 
automobile accessories. After 25 | 
years with that company, he went | 
with the Joseph Woodwell Co.., 
Pittsburgh, and then to Altoona | 
to become associated with the 
H. C. Prutzman Co. There he 





Commerce by the National Indus- 
trial Advertisers Association. The 
1000-page manuscript is expected 
to be off the presses by July 1. 


— from 1920 until 1932, at | 


managed the hardware depart- | 


which time he was made general | 
. - | 
manager, and in 1935 was made 


The handbook is the first mar- | : 
| president and general manager. 


He left in 1938 for a short vaca- | 
| tion because of ill health. 


keting survey of American indus- 
try that has been presented in 
this form. It contains complete 
figures on industrial production, 
employment, value of products, | 
cost of material for fuel and 
power for the more than 3000 
counties in the United States, 
similar data for every city of | 
more than 10,000 population, and 
like information for each of 280 
industries on a national rather 
than a county basis. 

The study also contains addi- | 
tional information on the county 
location of 169,111 manufactur- 
ing plants and the industries in 
which they are operating. 

Six tables in the handbook are 
included on the methods of dis- 
tribution of industrial goods for 
industry as a whole and for cer- 
tain selected major industries in 
particular. These tables will serve 
primarily as a guide to marketing 
men in determinirf® the best 
available channels of distribution 
for their products. 

The information contained can 
be used for the establishment or 
reappraisal of sales territories, 
setting up of sales and produc- 
tion quotas, making market anal- 
yses and planning of sales and 
advertising campaigns. 

Firms and individuals desiring 
to be informed when the Indus- 
trial Market Data Handbook is 
available for distribution should 
notify the Bureau of Foreign and 
Domestic Commerce at Washing- 
ton, D. C., or any one of its 33 
district offices. The Bureau will 
inform each applicant promptly 
upon publication. 


WILLIAM ROGERS OPENS 
STORE IN ALTOONA, PA. 
William Rogers has opened a 
retail store, the Will Rogers Co.. 
at 1715-l1lth Ave., Altoona, Pa.. 
and desires catalogs and price 


PARKER HONORED ON 

50TH YEAR OF SERVICE 

Clarence S. Parker, superin- 
tendent of Taunton and New Bed- 
ford plants, Revere Copper and 
Brass Inc., New Bedford Div., 
New Bedford, Mass.. received 
special recognition of his 50 years 
continuous service with the com- 
pany at a dinner in the New Bed- 
ford hotel on May 26. The din- 
ner was given by the Revere 
Copper and Brass Foreman’s 
Assn., during which a sterling 
silver plaque suitably engraved 
was presented to Mr. Parker by 
F. J. Carroll, production man- 
ager, on behalf of the company. 


DATES FOR 1940 
PACKAGING SHOW 
The tenth Annual Packaging 
Exposition and Conference will 
be held from March 26 to March 
29, 1940, at the Hotel Astor, in 
New York City, it was announced 








by the American Management 
Association, 330 W. 42nd St., New | 
York, sponsor of the event, fol- 
lowing a poll of exhibitors and | 
packaging organizations. The | 
dates are being set earlier than 
usual to permit participating or- 
ganizations to make their plans. 

Basing his conclusions on dis- | 
cussions with leaders in the in- 
dustry, Alvin E. Dodd, American 
Management Association _ presi- 
dent, in announcing the dates of 
the conference, said the program 
plans would emphasize the neces- 
sity of a return to fundamental 
techniques in packaging. The 
1940 program is expected to be 
built largely along the lines of 
the last conference, with emphasis 





lists from manufacturers. Mr. 
Rogers has the Wholesale and | 
retail distribution for the Du | 
Pont paint line in Blair, Centre. | 
Huntingdon and Bedford coun | 
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on such subjects as informative 
labeling, efficiency in package 
production, scientific management 
in the shipping department, and 
packaging costs. 








There’s ready sale—and easy profits—with the 
LUCKIE LINE of DeLuxe Colored Kitchen- 
ware. Not only are the items extremely well 
made. They are exceptionally attractive, too, 
in their color combinations of 

White with Red Trim 

White with Blue Trim 

White with Black Trim 


Ask your Jobber's Representative. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 





GIVES YOU A BIGGER 
VALUE TO OFFER 
YOUR TRADE ( 


POL-MER-IK 


LINSEED OIL 
IN CANS! 


GIVES YOU A 
BIGGER PROFIT ON 
LINSEED OIL SALES 


FOUND ONLY in Pol-mer-ik linseed 
oil is the Extra Value of Cooked Oil at 
No Extra Cost. It’s the 10% of Cooked 
Oil in Pol-mer-ik that increases the 
appearance and protective value of 
paints. Users get better brushing and 
leveling, finer gloss and luster, greater 
durability. And they get these Extra 
Values at no increase in Cost over regular linseed oil. 
You give greater Service in selling this extra value oil. 














BULK SELLING LOSSES such 
as drips, foots, over-measur- 
ing, are eliminated. Remem- 
ber this about retailing. it’s the 
last 10% that holds the profit. 
In bulk selling you're never 
sure you've sold all you 
bought. With Pol-mer-ik Lin- 
seed Oil in Cans, you sell all 
you buy. You buy a can, you 
sell a can. Profits are sure and 
certain. That's the modern 
way to sell linseed oil. 


WRITE TODAY FOR THE 


COMPLETE STORY OF 
POL-MER-IK IN CANS 
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ARCHER DANIELS MIDLAND COMPANY He 
Roanoke Building, Minneapolis, Minnesota 

Send me the details on Pol-mer-ik in Cans — and the name of the 
nearest Jobber. 
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| COMMITTEE OF AMERICANS LAUNCH PROGRAM 
TO ENLIGHTEN CITIZENS ON GOV'T SPENDING 





Announcement of a new pro- 
gram to enlighten citizens on 
government spending was made 
by the Committee of Americans 
at a meeting of approximately 75 
business leaders and representa- 
tives of the press at the University 
Club, New York City, May 26. 
Roscoe Pound, formerly dean of 
the Harvard Law School, who 
presided at the meeting, empha- 
sized that the Committee 


san groups and was organized 


| more than five years ago for the 


purpose of bringing home to the 


taxpayer the effect of government | 
. | 
He said the average | 


spending. 
person does not realize what is 


going on; taxes are multiplying | 


and becoming more burdensome 
and some checks must be placed 
upon governmental agencies 
relief from this situation is to be 
expected. It important that 
the opinion of those who know 
the situation be crystallized and 
that those who do not know be in- 
formed as to what is happening. 

Senator H. Styles Bridges of 
New Hampshire emphasized the 
importance of the work of the 
committee. Bills calling for un- 


Is 


usual expenditures are often in- | 
are | 


troduced in Congress and 
passed, he said, simply because 
no one takes the trouble to find 
out about them and oppose the 
pressure from the groups favor- 
ing such legislation. There is a 
real need for enlightening people 
on government spending and the 
effects of spending programs. 
Dr. Edward Kemmerer, of 
Princeton University, and one of 
the country’s outstanding author- 
ities on taxation, reviewed the 
present economic situation stress- 
ing the need for constructive 
steps toward a balanced federal 
budget. This, he 


expenditures, “or else.” The “or 
else” method is of particular in- 
terest to all in view of the present 
wild spending and financing of 
the Federal Government. Resis- 
tance to taxes will eventually put 
the brakes on extravagant spend- 
ing if enough people can be in- 
formed of the facts. Today the 
banks of the country are supply- 
ing most of the money for gov- 
ernment borrowing. This increases 
bank deposits which is another 
form of inflation. Money velocity 
has declined because people are 
alarmed at the present situation, 
thus offsetting, to a great extent, 
the effects of the greater bank 
credits. However, as soon as this 
feeling passes there is a basis for 
inflation. 

Dr. Kemmerer also pointed out 


of | 
Americans consisted of non-parti- | 


if | 


that there is no question of such 
government debts ever being 
paid. The usual step is to de- 
crease the value of the dollar and 
pay off in cheaper dollars. This 
procedure is unfair to all and 
affects private debts as well as 
government obligations so that 
holders of all debt contracts are 
drastically affected. Even social 
| security payments will eventually 
be made in the cheaper dollar 
with the result that millions of 
| people will be practically de- 
frauded by the government that 
is supposed to protect them. It 
is for this reason that everyone 
must be told the truth about 
government spending. 

Linus Long, director of research 
for the Committee of Americans, 
outlined some of the results which 
had been secured through the use 
of a series of posters and news- 
| paper advertisements in communi- 

ties in 12 states. More than 10.- 
| 000,000 readers have the 
| newspaper advertisements and 
| their effects have been most en- 
|couraging. The new program 
| will make use of the same medi- 
ums, he said, and business men 
| are urged to post this material 
so their employees may obtain 
complete information. Mr. Long 
emphasized the fact that this was 
a business problem and that busi- 
ness men would have to take the 
initiative in the program of en- 
lightenment. More than _ 1,000.- 
000 petitions protesting present 
government spending have been 
received from individuals in these 
12 states and more will be forth- 





| 


seen 


coming. 

Other speakers were Arnold L. 
Davis, special counsel, Avon, N. J.. 
and Norman Allderdice, treasurer, 
Sewickley, Pa. 





said, can be | 
accomplished by means of three | 
methods: raising taxes, reducing | 


OPENS NEW DENVER 


BRANCH OFFICE 


, , 
| Independent Pneumatic Tool 


Co., Chicago, Ill., has opened a 
branch office at 1544 Broadway, 
Denver, Colorado. The new office 
will be in charge of C. A. Turn- 
quist and will render complete 
sales and service assistance on 
the company’s lines of Thor-Co- 
chise mining and contractors’ 
equipment and Thor portable 
electric and pneumatic tools. 


REPRESENTS NORTON 
IN SOUTHWEST 
S. H. Kemp, Dallas, Tex., has 
been appointed representative in 
the Southwest by the Norton 
Door Closer Co., Chicago, Ill. 
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OBITUARIES 


STUART T. HENSHAW BENJAMIN GRATZ 


Stuart T. Henshaw, sales man- Benjamin Gratz, 88, who with 
ager of the Tubbs Cordage Co.,| his brother, the late Anderson | 
San Francisco, Cal., met with ac-| Gratz, founded the American 
cidental death, May 14. He was} Manufacturing (Co., Brooklyn, | 
killed when his automobile} N. Y., manufacturer of cordage | 
crashed into a Belt Line freight | and bagging, passed away of a 
car in San Francisco. He was] heart attack in St. Petersburg, | 
12 years of age. Fla. When he was 23 years old, | 

Mr. Henshaw was a member of | Mr. Gratz began his business 
the pioneer Tubbs and Henshaw | career in St. Louis as a manu- | 
families and a son of the late | facturer of bagging for covering 
Supreme Court Justice Frederick | bales of raw cotton. Not long 
Henshaw. He joined the Tubbs | after the American Mfg. Co. en- 
Cordage Co. in February, 1917,| tered the bagging business, the 
and was appointed sales manager | scope of the company was en- | 








in 1931. larged to include the manufac- | 
His widow, and two brothers|ture of manila and sisal rope, | 
survive. jute twines, etc. Mr. Gratz was | 


ae treasurer and a director of the 
company until 1928 but continued 
J. T. POWERS his connection as a member of | 


~ ‘ . the board. 
J. T. Powers, 74, of South Bos- | 
ton, Mass., prominent New Eng: | 
land hardware salesman passed | 


FRED R. HYDE 
away May 10. He was associated | 


with the former Simmons Hard spe a a gS FG 
ware Co., of Boston, for 45 years, | SUT ° the Scull, Wain and Wal- 


traveling on Cape Cod for 40 | lace Hardware Co., Sherman, | 
years. Bona and treasurer of the Retail 

Merchants’ Assn., of the city, 
passed away May 28 after a 
| heart attack. 





MRS. ANNA R. FISH 


Mrs. Anna R. Fish, chairman 


of the board of The Shelby Metal NEW SALES TRAINING 
Products Co., Shelby, Ohio, 


passed away May 14. Mrs, Fich,| | COURSE ANNOUNCED 


the mother of Cort Ff§h and John | The development of a new 
C. Fish, was widely known in| training plan for those engaged | 
the hardware trade and graced |in retail merchandising was an- 
many hardware conventions. nounced recently by the Alexan- 
der Hamilton Institute, 13 Astor 
Place, New York, business train- 
ing organization. 

Under the title “Retail Mer- 
chandising and Salesmanship,” 
the Institute has developed an | 
intensive series of forty lessons on 
the basic principles involved in 
store management and in_ the 
psychology of meeting, selling 
and satisfying customers. 

Intended as an aid to store 
owners and store sales people, 
the lessons cover all phases of 
store management including re- 
tail organization, types of outlets, 
meeting competition, buying, 
markdowns, accounting systems, 
retail taxes, retail trade laws. 
nee majority of the lessons, how- 








ever, treat subjects of direct help 
|in developing more sales through 
| better salesmanship and include 
FRANCIS E. VAN BUSKIRK |such subjects as “The Effective | 

Veteran sales supervisor of the | Sales Talk,” “How to Get Along | 
Richards & Conover Hardware | with People,” “How to Appeal to | 
Co., Kansas City, Mo., whose re- | Various Classes of Customers,” 
cent death was announced on/| “Developing a Selling Personal- 
page 70 of the June 1 issue of | ity,” “Suggestion Selling,” and 
Harpware Ace. others. 
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5 EAST STREET, FREDERICK. MARYLAND 
be NEW YORK SHOWROOM 9275 FIETH AVE | 





















CLIMAX 
the Worle 








BOTTLE 
CAPPER 


When your customers come in with that “bottle-my- 

































own” gleam in their eyes, just set a Climax Capper 
on the counter and let °em TRY IT! It’s a “natural” 
for fruit juices, catsup, root beer, soft drinks, ete.! 
Big, heavy steel construction throughout, with a 
return-spring-equipped extra leverage handle 

and an oversize base that prevents spills. Made 
by nationally known company and profitably sold 
_by smart hardware dealers 


all over the country! 


—and a hink from 
you will move these 
Oded dea 


JELLY STRAINER appeals instantly 
to the housewife. Clean, mercerized 
bag fits perfectly on adjustable strainer 
ring stand. Corrosion-resisting legs. 


Packed individually. 






SYPHON FILTER reduces filtering SUGAR METER releases an exact 
to one simple operation, Makes ex- half-teaspoon to every nudge on the 
perts out of amateurs. Packed in plunger. Year ‘round use. Nickel- 
trim display carton. plated. 6 doz. to carton. 









GOLDCAMP NAMED 
MANAGER OF SALES 


Jones & Laughlin Steel Corp., 
Pittsburgh, Pa., announces the 
appointment of C. F. Goldcamp 
as manager of sales for the cold 





Cc. F. GOLDCAMP 


finished department of the com- 
pany. Mr. Goldcamp’s entire 
business experience has _ been 
with J. & L., having started with 
the company in 1923. He suc- 
ceeds the late J. D Allen. 


TIPS ON RAISING 
MINNOWS FOR BAIT 
(Washington Bureau 
of HARDWARE Ager) 

Tips on raising, using and se- 
lecting minnows for bait is de- 
scribed in a publication released 
by the Bureau of Fisheries which 
reported that questionnaires sent 
to all chapters of the Izaak Wal- 
ton League show that most 
anglers prefer the golden shiner 
as a bait minnow, with the 
horned dace ranking second, and 
the common shiner third. 

Titled “Propagation of Bait 
and Forage Fish,” and written by 
Henry C. Markus, the report de- 
scribed the best type of ponds 
for raising minnows, showed how 
the natural food for minnows can 
be developed, and offered hints 
on how the angler can increase 
the survival of the bait in his 
minnow bucket. 

In propagating minnows, the 
report recommended that the 
species chosen be native to the 
area, noting that either natural 
ponds of limited area or artificial 
ponds can be used for raising 
minnows successfully. 

The Bureau pointed out that 
commercially reared minnows 
reach the angler in much better 
condition than wild stock, and 
observed that anglers are becom- 
ing increasingly aware that the 
constant taking of minnows from 
streams and lakes is restricting 
the food supply for game fishes 


72 





of inland waters. Dealers in bait 
fishes, the Bureau said, are hav- 
ing to send seiners long distances 
where they are forced, because 
of a dwindling supply, to labor 
for hours without success. 


GOVERNMENT TESTS FOR 
DISHES AND CROCKERY 


Without providing food hand- 
outs or sending Government in- 
spectors into the nation’s kitchen, 
the Bureau of Standards has de- 
veloped a way of simulating the 
daily wear on household dishes 
and crockery to measure their 
serviceability. 

Without benefit of food, knives, 
forks or spoons, the Bureau tests 
a specimen by placing it in a 
machine which subjects the piece 
of china or crockery to the equiv- 
alent of every household test 
except breakage. The dish 
placed on a revolving disk while 
an abrading point wears against 
it, running from outer edge to 
center in phonograph record- 
playing style and back again. 


is 


To hasten the wear of the glaze | 


and to more nearly duplicate the 
acid test of kitchen and dining 
room service, water is automatic- 
ally dropped on the dish during 
rotation. When it loses its shine, 
a reflectometer tells the story of 
wear. 

Dish and crockery manufactur- 
ers will be informed of the find- 
ings so that they develop manu- 
facturing methods to make their 
wares stand up better under the 
vicious circle of cooking, eating, 
washing and drying. 


OWNERS MUST REGISTER 
POWER BOATS 


The Bureau of Marine Inspec 
tion and Navigation, Depart- 
ment of Commerce, has cau- 
tioned boat-owners that under 
the law their craft must be reg- 
istered and numbered when op- 
erated on the navigable waters 
of the United States if  pro- 
pelled by power and within cer- 
tain designated classifications. 

The following undocumented 
vessels are required to be num- 
bered: boats equipped with per- 
manently fixed engines, those 
over 16 ft. in length equipped 
with detachable engines, and 
those not more than 16 ft. in 
length using detachable engines 
as ordinary means of propulsion. 

Boat owners, it is pointed out, 
often confuse the numbering act 
with the motorboat act, which 
requires certain equipment to be 
carried in all motorboats. Hun- 
dreds of violations are reported 
each year in which boats not re- 
quired to be numbered are found 
without the prescribed equip- 
ment. 


torboat Act of June 9, 1910. 





| clude manufacturers’ displays, de- 
partment store displays, special 





Any boat propelled by a mo- 
tor is at once a motorboat and 
the law requires certain equip- 
ment to be carried thereon. It 
follows that it is unlawful to use 
a rowboat with outboard motor 
attached unless there be on 
board fire extinguishers, life sav- 
ers, etc., prescribed by the Mo- 





Penalties under this statute, 
the bureau said, are against the | 
boat itself, making the owner 
liable. Persons renting or loan- 
ing boats to others were cau- 
tioned of their responsibility un- 


der the law should outboard | 
motors be attached while the | 
boats are beyond their direct | 
control. } 


Many violations are reported | 
annually where the proprietor of | 
boat livery or the owner of a cot- | 
tage with which a boat or canoe | 
is supplied to a tenant has been | 
held liable for motorboat viola- 
tions which were beyond their 
knowledge, according to the De- 
partment of Commerce. 


NEW BOOK AVAILABLE ON 
DISPLAYING MERCHANDISE 


“Displaying Merchandise for 
Profit” by A. E. Hurst, supplies 
information on how to trim the 
show window so as to obtain at- 
tention; how to keep the store 
window pleasing, attractive and 
interesting; how to buy decora- 
tive materials and window sup- 
plies to the best possible advan- 
tage; how to use color schemes 
and decorative effects success- 
fully; how to use show cards and 
price tickets, interchangeable dis- 
play fixtures; how to illuminate 
the show window, how to use mo- 
tion in window display; how to 
keep down the expenses of win- 
dow trimming. 

Each of the book’s chapters is 
illustrated with charts, drawings 
or photographic reproductions of 
successful displays. These in- 


shop displays and many others. 

The book published by 
Prentice-Hall, Inc., 70 Fifth Ave., 
New York City, and can be ob- 
tained for $5.05 postpaid. 


Is 


PHILA. ELECTRICAL ASSN. 
HAS NEW MANAGER 


A. L. Hallstrom, president, The 
Electrical Association of Phila- 
delphia, announces a change in 
the managing directorship of as- 
sociation. John A. Morrison as- 
sumed the duties of managing 
director, succeeding George R. 
Conover, who resigned to become 
manager of the public relations 
department of the Philadelphia 





Electric Company. 


ELLIFF JOINS THE 
STEWART-WARNER CORP. 
Joseph C. Elliff will join the 

Stewart-Warner Corp., Chicago, 
Ill., June 15, in an executive 
sales capacity, working out of the 





JOSEPH C. ELLIFF 


office of the vice-president and 
general sales manager. For the 
last 16 years he has represented 
the Saturday Evening Post in 
Chicago, since 1928 as western 
manager. Previously he was en- 
gaged in the mercantile broker- 
age business. 


FALL PROGRAM FOR 
BETTER LIGHT—SIGHT 


Intensified activities this fall 
in support of the national Bet- 
ter Light-Better Sight program 
have been announced by J. E. 
North, Cleveland, whose election 
to the chairmanship of the Na- 
tional Better Light-Better Sight 
Bureau was announced at the 
Bureau’s annual meeting on 
March 21. The meeting was 
held in conjunction with the 
sixth annual sales conference of 
the Edison Electric Institute at 
Chicago. 

The month of October will be 
observed as National Better 
Light-Better Sight Month. All 
participating groups and indus- 
tries, it is anticipated, will join 
in the observance of the October 
program. ‘The optical industry, 
through the Better Vision Insti- 
tute, will tie in with the activity 
by observing the last week in 
September as Better Vision 
Week. Throughout the country 
its members will stress the im- 
portance of eye protection and 
focus public attention on care 
of the eyes. Advertising ma- 
terial and ideas will be available 
either directly through the Bu- 
reau or correlated by the Bureau 
from other available sources such 
as the lamp manufacturers and 
the Better Vision Institute. 
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INDUSTRIAL PREPAREDNESS 
TO BE AD MEN’S THEME 


Industrial preparedness will be 
the theme of the Industrial Ad- 
vertising Conference held at the 
35th annual convention of the 
(Advertising Federation of Amer- 
ica. June 18-22, at the Waldorf- 
Astoria, New York. The confer- 
ence will be held at a luncheon 
session on the Starlight Roof, 
Tuesday. June 20, under the 
joint sponsorship of the National 
Industrial Advertisers Associa- 
tion and the Associated Business 
Papers, Inc. 

Louis Johnson, Assistant Sec- 
retary of War, will speak on “In- 
dustrial Preparedness for Secu- 
rity.” and Allan Brown, director 
of public relations, Bakelite 
Corp., New York, will speak on 
“Industrial Preparedness for 
Peace,” James T. White, presi- 
dent, Rickard & Company, New 
York advertising agency, will 
preside at the meeting. 

Mr. Brown is a past president 
of the Association of National 
Advertisers, and of the National 
Industrial Advertisers Associa- 
tion, and is a member of the 
public relations committee of the 
National Association of Manu- 
facturers. 

Mr. White is chairman of the 
program committee for the con- 
ference, with H. J. Payne, execu- 
tive vice-president, Associated 
Business Papers, and Edward 
Phoenix, assistant sales promo- 
tion manager, Johns-Manville 
Corporation, New York, and im- 
mediate past president, Techni- 
cal Publicity Association, New 
York, as the other members. 

The Technical Publicity Asso- 
ciation, which is the New York 
chapter of the National Indus- 
trial Advertisers Association, and 





the Dotted Line Club, whose 
membership includes eastern 
sales representatives of publica- 
tions joined in the Associated 
Business Papers, will actively 
participate in the promotion and 
attendance of this luncheon 
meeting. 


MARKETING RESEARCH 
SURVEY AVAILABLE 


Secretary of Commerce Harry 
L. Hopkins has announced the 
availability of the first survey 
ever prepared on the marketing 
research activities of a selective 
group of manufacturers located 
in all sections of the country. 

The report, based on question- 
naires sent to 556 manufacturers 
of whom 188 were carrying on 
marketing research studies, was 
prepared by the Marketing Re- 
search Division of the Bureau of 
Foreign and Domestic Commerce 
in cooperation with the Ameri- 
can Marketing Association. It 
reveals that the average firm 
among those conducting research 
activities spends $21,000 per year 
for work done within the organi- 
zation and $8,000 per year for 
marketing research purchased 
from outside agencies. 

The report is designed to 
guide manufacturers who are, or 
who are contemplating. carrying 
on research work in the field of 
distribution. Information con- 
tained in the report includes the 
amount of expenditures required 
for such activities, different types 
of research organization, and de- 
tailed classification of activities 
supplemented with illustrations of 
the actual use of research when 
applied to practical problems. 

Among the 
search reported in the question- 


subjects of re- 








naires are the potential market 
for a product or line of goods, 
comparisons of distribution with 
competitive products and analy- 
ses of the consumer market by 
sales territories. 

Copies of the report, entitled 
“Marketing Research Activities 
of Manufacturers,” and further 
identified as Market Research Se- 
ries No. 21, may be obtained for 
25 cents each upon application to 
the Bureau of Foreign and Do- 
mestic Commerce, Washington, 
D. C., or from any district office 
of the bureau located in the lead- 
ing commercial centers of the 
United States. 


THOUSANDS VISIT SEWING 
MACHINE PLANT 


More than 6000 guests visited 
the “Open House” of the Na- 
tional Sewing Machine Company, 
Belvidere, Ill., on Saturday, May 
6. This is the first time that the 
National plant had been thrown 
open to the public. It was a pub- 
lic holiday in Belvidere so that 
practically everyone in town 
took this opportunity of seeing 
how sewing machines were made. 

Particular interest was shown 
in the foundry where two heats 
were poured, one in the morning 
and one in the afternoon. In ad- 
dition to showing all of the com- 
pany’s current models there was 
a display of 112 old sewing ma- 
chine heads, the oldest of which 
was 94 years old. This was in all 
probability the greatest collec- 
tion of old sewing heads that has 
ever been assembled and gave a 
graphic picture of the develop- 
ments which have culminated in 
the present high speed electric 


machine. 


DEALERS’ “NITE-OFF” 





1939 PROMOTIONS FOR 
ELECTRIC WATER SYSTEMS 


Encouraged by a 20 per cent 
increase in the sale of electric 
water systems, the Electric Water 
Systems Council, 420 Lexington 
Ave., New York City, and 228 W. 
Ontario St., Chicago, Ill., has an- 
nounced a_ broad promotional 
program for 1939. 

The 1939 campaign is designed 
to coordinate the activities of all 
interested groups, dealers, dis- 
tributors, manufacturers, and 
power companies. To assist the 
dealer, the Council has published 
a new manual, “Your Magic Key 
to Running Water Profits,” which 
is an illustrated 24-page sales 
| manual, covering every phase of 
| water system selling. To aid the 
dealer in creating interest among 
farmers who have __ electricity 
available, a second book, “Get 
Running Water First.” has been 


issued. 





QUICK ASSOCIATED WITH 
ROLLS RAZOR, INC. 


Rolls Razor, Inc., New York, 
N. Y., has announced the appoint- 
ment of Paul V. Quick as West 
Coast manager. His territory will 
embrace Billings, Denver, and 
El Paso, and points West. 


HENNESSY IN 
OWN QUARTERS 


Jerome F. Hennessy has estab- 
lished the Hennessy Hardware 
Co. at 494 Broad St., Newark, 
N. J. The company operates as a 
builders’ hardware specialist. It 
does not maintain a store but 
maintains a sample room, office, 
and stock rooms at the Broad St. 
address. Contract builders’ hard- 
ware business is sought among 
architects and contractors. 











Vore than 700 members and guests of the Electrical Appliance Dealers Assn. of Brooklyn attended the 7th Annual Banquet and 
“Nite-Off” party held in the grand ballroom of the Hotel St. George, Brooklyn, on May 24. Arrangement for the party and enter- 
tainment were made by a “Nite-Off’ committee composed of 24 dealers with Sam Klein chairman. The occasion was also selected 
as an appropriate time to honor James J. Schneer, past president of the organization, who was presented with a placque as an in- 











dication of the high regard and appreciation of his efforts in behalf of the association. Dinner dancing and an entertainment 


program completed the evening. 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Fertilizer Distributor 


This chemical fertilizer 
first dissolves the fertilizer and then it 
is evenly sprayed on the garden or lawn. 


distributor 





Distributor is light in weight, easy to 
handle and simple to operate. Avail- 
able in three sizes: 10-lb., 25-lb. and 
50-lb. capacities. The 10-lb. unit is said 
to cover approximately 15 square yards 
with one filling. Other units cover in 
proportion. Marvel Products Co. 1538 
E. 78th St.. Cleveland, Ohio. 


Record Renewer Sample 


The Recoton Corp., 178 Prince St.. 
New York City, is distributing its liquid 
record renewer in a 18-cent trial size in 
addition to the established two-ounce 
unit. This record renewer is said to 
protect and preserve while it cleanses 

















and lubricates the disc. An attractive 
full-color display box holding 12 small 
bottles is the new shipping containet 
for this preduct. 


' 
Insect Repellent 
“Sta-Way” 
from biting and is said to be stainless, 
non-greasy, harmless to even sensitive 
skins, and has a pleasant odor. Effec- 


is said to prevent insects 





tive against mosquitos, deer flies, gnats, 
black flies, beach flies, sand flies and 
other types of pests. National Carbon 
Co., 30 E. 42nd St., New York City. 





Marble Arms Catalog 


The new edition of Marble’s pocket- 
size catalog for sportsmen is now avail- 
able. This 32-page booklet has an at- 
iractive, colorful cover and presents the 
company’s line of sporting firearms. In 
addition, the catalog shows the water- 
proof match box, compasses, safety ax, 
knives, sights, and gun-cleaning imple- 
ments. Marble Arms & Mig. Co., Glad- 
stone, Mich. . 


Window Trims — New Packages — New Colors — Catalogs 


Non-Kinking Trolling Line 
This weighted deep-trolling fresh 

water fishing line is said to be free from 

any inclination to curl or kink. It has 





a non-kinking metal center or core with 
a high-grade braided silk cover bonded 
on and waterproofed. Has guaranteed 
strength of at least 40 lbs. Packed on 
rolls, each holding 50 yards. With 
either two or four rolls connected, line 
is available in attractive black and 
silver displays. Price controlled under 
fair trade laws. Ashaway Line & Twine 
Ufg. Co., Ashaway. R. I. 


Glass Kindler 

This “Glaswik” kindler is fabricated 
entirely of glass. Maker states it lights 
instantly, has longer life, no soot and 
carbon, and gives greater heat with less 
oil consumption. With 12 boxes, dealer 
receives a two-color counter display car- 
ton, two-color wall streamer and supply 
of two-color folders. Atlas Asbestos Co., 
North Wales, Pa. 
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WATER SUPPLIES 


Summertime is profit time for dealers who are ready for 
the tremendous expansion in the water supply business .. . 
and are handling the quality line of DEMPSTER Automatic 
Water Systems. 

With the rapid spreading of rural electrification and the 
growing demand for running water, water system sales are 
climbing fast. And remember, each water system sale offers 
the opportunity for profit on the sale of needed accessories 
and fixtures. Get your share of this splendid business now 
with DEMPSTER Automatic Water Systems. 


QUALITY THAT BUILDS PRESTIGE 


Quality construction is evident the minute you see these 
DEMPSTER Deep Well and Shallow Well pumps. That’s 
one reason they are so easy to sell . . . and their proved 
efficiency and low cost operation revert back to you 
in customer good will. 

Shallow Well pumps in the most practical and 
economical capacities of 250, 350, 500 and 750 gal- 
lons per hour. Deep well pumps in standard 6 in., 
9 in., 12 in. and 16 in. strokes. 


WRITE NOW! Get all the facts! Boost your summer sales. 


DEMPSTER MILL MFG. CO. 
BEATRICE, NEBRASKA 
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BRANCHES: Omaha, Nebr.; Kansas City, Des Moines, fa.; 
Sioux Falls, S. D.; Denver, Colo. ; Oklahoma City Okla. : Amarillo, Texas; 
San Antonio, Texas 


DISTRIBUTORS IN ALL PRINCIPAL CITIES 














Each of these 7225 dots 
represents 4211 homes 3 


reached by .-. . | 
Gottschalk 


Advertising... 


Es i Bisse TWO 
a 30,721,000 audience 
Gottschalk’s Metal Sponges are consistently advertised in S P E C IAL S 


the leading national women’s magazines . . Ladies’ Home 
Journal ... Woman's Home Companion . Good Housekeeping 
_ American Weekly ... Household Magazine ...and True 
Story . . with a total circulation of 18,981,000 ... more . 
than 75% of the country’s total number of homes. 
In addition, leading radio stations from coast to coast FOR EARLY HARVEST SALES 
broadcast the merits of Gottschalk’s Metal Sponge to a 
potential audience of 11,740,000. A vast majority of your Eagle Harvester Oilers will help your sales 


customers are in one or both of these groups. this month. Both the regular metal and the 
You Profit Most When You Carry the new transparent plastic styles have genuine 
Complete Gottschalk Line double seamed bottoms which give them long 

life and positive protection against leakage. 













The standard Metal Sponge at 10c and : ° : i 
the Junior at 5c; the big Bronze Ball for Fit holders on farm machinery. Special as 
har scouring, itchen ewel wit the e ‘ ” ° > 
handy knob, and Hand-L-Mop with the sortments are packed in Sales Maker” dis 
6-inch handle, each at 10c. play cartons, suitable for window or counter 





use. Get in touch with your jobber now to 


Gott schalk's cash in on early harvest business. 


METAL SPONGE EAGLE MANUFACTURING COMPANY 


WELLSBURG WEST VIRGINIA 





10 METAL SPONGE SALES CORP. 
Philadelphia, Pa. 
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Thresholds 


The Chamberlain Metal Weather 
Strip Co., Inc., 1254 Labrosse St.. 
Detroit, Mich., is furnishing hardware 
wholesalers with bronze thresholds, cut 
to length, dilled and polished as well 
as spring bronze weather strip. The 
company’s new catalog contains a vari- 
ety of shapes and combinations. 


Tissue Holder 

“Handy Hang”—attached by raising 
lid of flush-box and hanging holder over 
top edge and on convenient side. Pre- 


vents defaced walls or woodwork, soiled 





TISSUE HOLDER 


Finished to correspond 
Sug- 


wallpaper, etc. 
with color scheme of bath room. 
gested retail selling price 15 cents; 
dealers cost, $1.20 per dozen. E. L. 
Robinson Co., 2303 Glen Ellyn Place, 
Oklahoma City, Okla. 


MILLIONS OF 
USERS SAY.. 


FE 






WORLDS BEST 
=~ CAN OPENER 


This DAZEY 
WALL BRACKET 








Hermetically Sealed Bits 


The Irwin Auger Bit Co., Wilming- 
ton, Ohio, announces that all Irwin 62T 
and Bluwin 162T Hi-Lite finish bits are 
“Sellopak-ed” in hermetically sealed 
tubes of moisture-proof Cellophane. 
This packaging, maker states, guards 


Catalog On Sash Balances 


The Pullman Mfg. Corp., Rochester, 
N. Y.. has issued a new catalog, No. 42, 
on its line of unit sash balances. In ad- 
dition to showing the sash balances in 
the line, the catalog contains installa- 
tion blue prints and also shows the va- 
rious types of building and homes util- 
izing the sash balances. 


Barton [roner Folder 


In the new Barton ironer folder for 


dealer use are four new models includ- 


ing three porcelain top cabinet models 
and one portable model which can be 
used on any table. 


One of the cabinet 






DAZEY 2e Lure 


IS THE 






And These Devices Give You 


6 PROFITS INSTEAD OF ONE 





[ice CRUSHER | 


CAN OPENER 


JUICER 


K-39] & 


DAZEY CHURN & MFG. CO. 
Warne and Carter Avenues, St. Louis, Mo. 


NUT CRACKER 


SHARPIT 





JAR OPENER | 


“4 








| and ceilings. 





the glistening finish against rust, caused 
by dampness and handling of the bits 
by customers. This new improvement 
is offered at no advance in price. The 
red protective cork guarding the cut- 
ting head protects it from damage and 
insures perfect cutting condition. 


models is equipped with two speeds. 
Prices range from $29.50 to $89.50. 
The Barton Corp., West Bend, Wis. 





Lawn Mower Repair Clamp 


The “Missing Link” repair clamp 
supports the mower at three points. It 
consists of a metal standard, 3 ft. 7 in. 
high, with a chromium-plated — bar 
which holds mower in position. Clamp 





is of all-metal construction and all du- 
rable castings, and can be used in con- 
nection with a stand or repair bench. 
Clamp is said to cut down repair time 
and give greater efficiency in sharpen- 
ing. A new lawn mower service cata- 
log, No. 2, lists all parts of all standard 
makes of lawn mowers in the United 
States. All drawings in catalog are 
done to scale. Catalog is completely in- 
dexed with cross references. A. M. Col- 
lot Supplies, 19 N.W.. Miami Court, 
Miami, Fla. 4 


Crack Scraper 


Designed for easy scraping of walls 
For use by plasterers. 
plumbers, sculptors, carpen- 
Packed six in a color- 
Suggested retail sell- 


painters, 
ters, handy-men. 
ful display box. 


ing price complete with two cutters, 25 
Extra cutters, two for 15 
Hook Scraper 
Queens 


cents each. 
cents on display card. 
Co., 97th Ave. and 219th St., 
Village, N. Y. 
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Folding Iron 


De Luxe “Handypack” No. 1203-H. 


Large folding handle is extremely rigid 
when set up for ironing and folds flat 
and forward over front top of the iron. 





All metal parts are chrome plated and 
handle is natural walnut carved to fit 
the hand. Furnished with brown suede 
finished carrying bag and cord set with 
miniature plug. Practically full sized 
soleplate is bevelled for easy ironing of 
ruffles and around buttons. Has tip-up 
back rest. Either AC or DC, 110-120 
volts, 400 watts. Packed in display box. 
Chicago Electric Mfg. Co., 6333 65th 
St., Chicago, IIl. 


Clothes Closet Fixtures 


A new catalog, No. 339, on “K-Veni- 
ence” clothes closet fixtures has been 
issued by the Knape & Vogt Mfg. Co., 
Grand Rapids, Mich. The catalog sug- 
gests closet arrangements and shows the 
practical use of each fixture. 


Oil Display Rack 

Requires fouresquare ft. of floor 
space. Holds SAE grades 10, 20, and 
30 in both quart and five-quart cans, 
said to be the largest sellers. Galena 
Oil Corp., Cincinnati, Ohio. 
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“DOUBLE-BARRELED” SERVICE 
for YOUR RENTAL SANDER! 






“‘Professional’’ 


Ae 
Sandpapers o 


1. For greatest customer satisfaction with your Rental 
Sander — and to keep it busy day in and day out, through 
word-of-mouth recommendation — equip with these famous 
and reliable abrasives, die-cut for all popular machines: 


Speed-grits Combination — for old floors 


or —old floors already 
Durite Paper coarse sanded 


Lightning Durundum . 4 for new work, or 

2. To get new customers — send for a supply of the con- 
vincing, handsome, two-color folder shown above - 
FREE — imprinted as you wish. It tells your customers 
and prospects what to use under all conditions, and how 
to use it; it sells your complete floor finishing service 
machine, paper, filler, shellac, ete.— without a word of 
advertising for us. 


Yes, sir! Real Double-Barreled Service for you, so 


Use The Coupon Now 
BaNORTON ABRASIVES of : 
BEHR-MANNING + TROY, NEW YORK 


BEHR-MANNING, Troy, New York 
Please send us, without obligation, the sample drum covers checked 
below: 


[_] Speed-grits Combination [“] Lightning Durundum Paper [_] Durite Paper 


Our machine is a 
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Model Width of Drum 
Bi “sales help” folders imprinted as follows: 
Firm Name 
SS anc 
LD |) op anesabies aicp wesc, State 
‘Phone Number 3 HAo? 
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“’ First - Choice “’ 
DEALERS 
Sell “’ First-Choice “ 
TOOLS! 












































The reputation of a dealer can be 
no better than the reputation of the 
goods he sells. 

Sell MORSE. It’s only natural that 
a customer's high regard for 
these world-famous symbols of 
Efficiency, Reliability, and uncom- 
promising Quality will be reflected 


in a higher regard for you... 





TWIST DRILL AND 
MACHINE COMPANY 


NEW BEDFORD, MASS., U.S. A. 


NEW YORK STORE: 130 LAFAYETTE STREET 
CHICAGO STORE: 570 WEST RANDOLPH STREET 
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Clothesline Pulley 


Maker states it operates on lifetime 
bearing, eliminates pulling and tugging, 
and a finger will turn it. Made of gal- 
vanized iron, 6 in. diameter, “4 in. rivet 
with 3/32. by % in. bracket. Pulleys 


have tapering groove, 1% in. in depth, 
Y% in. tapering to “4 in. width, eliminat- 
ing possibility of line slipping, twisting 





or jumping pulley. Suggested retail 
selling price, 79 cents per pair. Ams- 
terdam Pulley Co., 421 E. Main St., 
Amsterdam, N. Y. 
Door Signals 

The “Moderne,” illustrated, is in 


oyster white finish framing a blue mir- 
ror with chrome star. It strikes a soft 
Case, 84% by 4% by 2% 
in. is a standardized housing in varied 
finishes and decorations for the mech- 
anism of tubular chimes or concealed 
With tubular chimes 
The hous- 


musical note. 


xylophone bars. 
the signals are 44 in. high. 


No. 670 Fence Controller 
This battery-operated electric fence 
controller is furnished complete with 
lightning arrester, ground rod clamps, 
instruction book, Lloyd’s of London in- 
surance policy application. It is 
equipped with Moto-Chopper No. 60; 
“Twin Shocks”; 
dition switch with telephone-type con- 
normal, dry, and very 


dry weather soil con- 


nection plugs 














ing with concealed xylophone bars are 
termed junior chimes. Other designs 
are available. Edwards Co., Norwalk, 
Conn. 


Massage Machine 


“Massagett”—when attached to hand 
imparts professional type of suspended 
motor action movement. With finger- 
lips it is possible to apply the massage 
with as little or as much pressure. 
Motor is suspended between two bear- 
ings. At front end, motor rotates on 
an eccentric. At rear end, it pivots on 
a spring. Operated on any 110-120- 





volt current, AC or DC, all cycles. Sug- 
gested retail selling price including 
“Massagett” cream and __ instruction 
manual, $16.50. John Oster Mfg. Co., 
Racine, Wis. 


dry; fence former; battery gage; short 
meter; short signal light; shock control 
switch; on and off switch; instrument 
panel with hinged cover; six-foot Un- 
derwriters’ approved cord with battery 


clips. Cabinet is 14 in. high, 94% in. 
wide and 5% in. deep. Operates from 
any standard six-volt battery, auto, 


radio storage or dry battery or 1%- 
volt dry cell battery. The Prime Mfg. 
Co., 1669 S. First St., Milwaukee, Wis. 
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SOLD ON SIGHT! 


This Gleaming, Lustrous Stove 
Pipe Is Easier to Clean, Looks 
Better, and Costs No More! 


@ Women know a good thing 
when they see it! And nothing looks so good 
as BALLONOFF Lustrous Stove Pipe. 

Beautifully modern, it not only looks good 
—it is good! No tin-base pipe could ever 
have so fine and rich a luster, or offer such 
great resistance to heat. 

Get FREE samples from your jobber today 
—then tell the world and sell! 


BALLTONOFF 


METAL PRODUCTS CO. ME)" 


5800 Kinsman Rd. 


WIRE STRAND 


a | 





Cleveland, Ohio 





fi SUPERIOR iy 


\ 
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Wright Brand Galvanized Wire Clothesline (strand) 
in all standard sizes and lengths, including hollow 
cable, reinforced hollow cable, seizing strand, 6-strand 
twisted, 4-strand twisted and solid. In cut lengths and 
on reels. Highly profitable items for any hardware 
store. 


GE WRIGHT wee ca 


WORCESTER*? MASS. 
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i= SAMSON SPOT SASH 
ee CORD has in-built endur- 


ance — outwears any other 
material for hanging windows. 
a Specified by architects. Iden- 
aE tified by the colored spots, 
os our trade mark. 
PHOENIX SASH 
CORD is a good cord at an 
economical price. Designed 
for hanging windows, but is 
also a splendid clothes line. 
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; \a 
4 





ew 


“y Ywern 
° 


Both cords are made of honest 
cotton yarn,  solid-braided, 
without loading. Sales helps 
and samples gladly furnished. 


AGE WORKS 


BOSTON, MASS. 


CARLTON 


. » » More Than Mere “Stainless 
Steel Ware”’ 


Carlton is the quality line of 
stainless steel utensils—correctly 
designed, sturdier made and 
more finely finished inside and 
outside. It is the choice of lead- 
ing stores. You will find the 
greatest profit opportunity in 
Carlton Ware. 


THE CARROLLTON METAL 
PRODUCTS CO. 
Carroliton, Ohio 
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CARLTON inowecet 


STAINLESS STEEL WARE 












THE GREATEST 


Strength 


IN THE Smallest Space 
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Master 


SECRET SERVICE 
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LAMINATED 
MASTER LOCK CO., Milwaukee, Wis. 
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**Micro-Lite”’ Senior 


Has new combination temporary and 
permanent switch. It is a two-cell light 
using standard batteries and standard 





Mazda No. 222 lamp. Made of solid 
brass, nickel plated with baked enamel 
finish in rich black. A colorful counter 
display with every 12 lights. List price 
of each light is 50 cents. Micro-Lite 
Co. Inc., 45 W 25th St., New York City. 


Prize Cleaner Package 


These containers for Savogran heavy 
duty cleaner, crack filler and wood 
putty were awarded honorable mention 
in the fibre can classification in the 


Fresh Air Circulators 


No. 100/9—a 16-m. non-oscillating 
fan. Operates on principle of equaliza- 
tion of temperature. Said to circulate 
1600 cubic feet air in and out of room 
per minute. Adjustable without thumb 
screws or nuts and adjustable to fit any 
window. Swings out of way when not 
in use. Fan swivels easily on patented 
“V” construction joint. List price, 


$39.50. The “Jack Frost” rubber blade 








1938 All-America Package Competition. 
They are redesigns of former containers 
for these three products. Brilliant 
colors are used against a white back- 
ground. Containers are protected by a 
“liquid Cellophane” label coating 





which is said to be moisture-proof, dust- 
proof, and mar-proof. The Savogran 
Co., Boston, Mass. 


Plating Outfit 


No. 205—contains 1 oz. compound of 
cadmium, nickel, copper, brass, tin, or 
zinc (compound wanted should be spe- 
cified) ; 1 oz. metal polish, anode brush, 
wires with clips attached, emery paper, 
brass strips for practice, and directions. 
It is complete with two dry batteries 





and battery holder. Weight, 1% lbs. 
Rapid Electroplating Process, Inc., 1414 
S. Wabash Ave., Chicago, Ill. 


fan, shown here, has full eight-inch rub- 
ber blade with patented construction to 
insure air delivery and long life. Switch 
is located near rear of the fan. Has 
modernistic tubular base. Finish is 
polished chrome and brown wrinkle. 
List price, $4.95. Knapp-Monarch Co.. 
St. Louis, Mo. 
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AUSTIN—EUROPEAN RACER Kit AU-4 
44" =-Bright Blue with White Numerals 
eel 


cmt, a) 
(ir Tonal 7 


—_ tee 
ALFA ~ ROMEO—EUROPEAN RACER Kit AU.S 
S"—Red with White Numerels 





— —— —- 


Hobby Kits 


The Cleveland Model & Supply Co., 
4506-12 Lorain Ave., Cleveland, Ohio, 
has introduced two new lines of six 
authentic racing car kits and 27 C-D, 
3/16-in. scale, %-in. gage, railroad 
freight car kits at 10 cents, consisting 


Portable Spotlight 


Provides spotlighting, floodlighting 
or color lighting. Designed for use 
with Mazda projector lamp. Lens, fila- 
ment and reflecting surface are hermeti- 
cally sealed in one unit. It can be ad- 





justed to any angle and color filters can 
be clipped on quickly. It is finished in 
chromium, small and compact making i! 
easy to conceal. The Mitchell Mfg. 
Co., 1550 N. Dayton Ave., Chicago. 


High Gloss Finish 

The Radiant Finish Co., 612 N. 
Michigan Ave., Chicago, IIl., is intro- 
ducing “Radiant Nu-Glo,” a high gloss 
finish for use on all finished surfaces 
such as painted, varnished, lacquered. 





15, 


of box, flat, gondola, caboose, hopper 
and tank type cars. A redesigned line 
of six locomotive and passenger cars 
retails for 50 cents. Available to hard- 
ware stores with hobby departments is 
a 64-page, No. 6 hobby catalog, and a 
32-page No. 7 HO gage railroad 
catalog. 


metal, marble, etc. For use with this 
clear surface coating, an odorless non- 
inflammable cleaner has been devel- 
oped. This cleaner is known as “Radi- 
ant Hy-Glo All-Purpose Cleaner.” “Radi- 
ant Nu-Glo is said to be impervious to 
alcohol, alkalies, most acids and water. 
It is easily applied with a lint fre 
cloth or may be sprayed or brushed. 
Maker also states it can be applied 
over a true white without any dis- 
coloration. Both the finish and cleane: 
are. packed in gallons and half gallons. 
Suggested retail price of the finish is 
$3.50 per half-gallon, and $6.00 per 
gallon; the cleaner, 75 cents and $1.25. 


Grease Gun Filler 


Designed to end air pockets in grease 
gun; to keep hard oil free from dirt 
and grit and to assure adequate and 
positive lubrication to the bearings of 








machinery in actual field operation. 
Will load any grease gun from a half- 
pound to a three-pound size. Harry C. 
Canine, Kentland, Ind. 
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Display G-E Heater Cords and Extension 
Cords, G-E Triple Taps and Twin Taps, G-E 
Fuse Plugs and Heater Plugs in your win- 
dows. They'll attract customers because al- 
most everybody needs one or more of these 
items. You'll have an opportunity to sell 
other larger items of merchandise too. 

Display these quick-selling G-E items on 
counters and show cases too. It will remind 
people that they need them. And ‘it will 
create many additional small sales with little 
effort on your part. 

For complete information about G-E coun- 
ter devices, see the nearest G-E Merchan- 
dise Distributor or mail the coupon below. 


eeenxzeavweneenzresre ee & ®& © 


* General Electric Company * 
x Section D-9356 + 
Appliance and Merchandise Dept. 

* Bridgeport, Conn. ba 
* Sirs: Please send complete information * 
on your wiring devices for over-the-coun- 

* ter sales. * 
* Name... * 
* Address © 
* City State 1 = 
+e HR KRHHAHHRHH HH * 
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GENERAL 
ELECTRIC 




















































Bassick 


CASTERS 





YOU ARE 
MISSING AN 
OPPORTUNITY 
TO SELL MORE 
CASTERS... 


..- give greater satisfaction 
to your customers... and 
make more profit for your 
store. 

Write for the new booklet, 
“How To Sell Casters.” You | 
will find it an interesting 
story! 








THE BASSICK COMPANY 


Bridgeport Connecticut 








More than 700 distributors and 
dealers from the United States and 
Canada were in attendance at the 
annual sales convention sponsored 
by the Duo-Therm Division of Motor 
Wheel Corporation, held on May 18 
and 19, 1939, at the Strand Theatre 
and Hotel Olds, Lansing, Michigan. 

M. F. Cotes, Duo-Therm vice- 
president, presented the company’s 
new 1940 line of fuel oil heaters 
which incorporate many new fea- 
tures, including complete new styl- 
ing by the well known industrial 
designer, Georges Wilmet, front dial 
controls, large radiant doors, new 
type rigid construction, new gold 
striping and gold door panels, and 
many other improvements which 
were enthusiastically received by 
those in attendance. Mr. Cotes also 
stressed the company’s policy of not 
selling the mail-order houses, or of 
making a private brand line. which 
policy he said precludes any unfair 
price-cutting competition for inde- 
pendent distributors. 

The high light of the convention 
was the introduction of Duo-Therm’s 
revolutionary new power-air unit- 
a streamline package blower which 
is said to offer the stove heated 
homes the same type of forced cir- 





New Duo-Therm Power-Air Unit 


culation as that provided by the 
modern blowers used on basement 
furnaces. 

This new Duo-Therm development 
not only sets new standards of heat- 
ing performance, but in addition, by 
stirring up a 27-mile-an-hour breeze 
at the grille outlet. provides a sum- 


Power-Air Unit Featured 
At Duo-Therm Convention 





mer comfort story which will enable 
dealers to sell heaters on a year 
round basis, according to demon- 
strations and tests presented to the 
convention. 

Besides circulating air in summer, 
the Power-Air unit is said to elimi- 
nate hot ceilings and cold floors, and 
to do a better job of heating the 
entire home. On actual tests in a 
typical home there was reported a 
33 degree differential in temperature 
between the floor and the ceiling 
but with the Power-Air unit. this 
differential was decreased to only 
10 degrees. 


Streamlined Casing 


In addition to the powerful squir- 
rel type blower, the Power-Air unit 
is equipped with an air cooled motor 
and directional grille at the bottom 
which enables the heater to direct 
the outward flow of air in accord- 
ance with both winter and summer 
requirements. The entire unit is 
housed in a compact streamline 
casing, and may be quickly installed 
in any of the 1939 heaters without 
special tools. 

In addition to the presentation of 
the new line, extensive national ad- 
vertising plans were outlined by 
members of Duo-Therm’s advertising 
agency, Young & Rubicam, Inc., 
while Karl Egeler, Duo-Therm’s ad- 
vertising manager, presented the 
point of sale promotional tools. 

The entire Duo-Therm line will 





be shown at the summer furniture 
market at the American Furniture 
Mart in Chicago beginning June 
5th. 


Financial Keeley Cure 


I received a postal card the other 
day and penciled on it was this 
wholesome expression: “You can no 
more spend yourself into prosperity 
than you can drink yourself sober.” 
That fellow had something. While 
I have never been so unfortunate as 
to visit one of the Keeley institutions, 
I am told that the practice to effect 
the cure is to make the patient sick 
at'first by too much drink and then 
to continue the treatment by a grad- 
ual tapering off into sobriety. We 
have experienced in Washington an 
excess of the initial treatment. The 
time is ripe for tapering off.— 
Senator Pat Harrison in Nation’s 


Business. 
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qW EE 
geen you EVER TASTED —— OR v7) 
at cORYy Sorre 


BREW 


TWO SPEEDY FILTERS! 
MATCHED FITTINGS 


. PN 
> 


E 
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ONLY the CORY has all these features: 


In addition to the 2 great filters, and the new streamlined models 
with a wider neck and lower center of gravity-—-CORY Coffee 
Brewers offer a host of other popular CORY features: Bakelite 
Funnel Holder, Easy-Grip Handle, Bakelite Measuring Cup; Hinged 
Decanter Cover; Formed Pouring Lip; Beautiful Platinum decora- 
tion. All electric units are 2-heat (Hi-Low). All glass is by CORNING. 
Complete information is given in our new catalog. Write for it. 


GLASS COFFEE BREWER CORPORATION 
325 North Wells Street Chicago, Illinois 
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No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 












10,000,000 CONSUMER 


DEMAND oe, 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
.. makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAILS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 














ROGEars 
Gloucester, Mass. 





Vase 


~ 





JUNE 15, 1939 











SAYS GLUEKY 





AT LAST! 


THE PUTTY YOU HAVE DEMANDED 


THE NEW NON - SETTLING 
STAZON 













































UNCONDITIONALLY 
GUARANTEED NOT TO 
SETTLE... 








PLASTIC PRODUCTS COMPANY ...°::". 


ENERAL OF 81 GEORGIA AVENUE © DETROIT MICHIG 
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POULTRY NETTING 


@ Tell your customers—”“WICKWIRE NETTINGS FIGHT 
RUST!” Point out the three com- 
plete turns at the twist, the 
heavy galvanizing, perfectly 
filling the twists; making a 
stiffer, stronger, longer lasting 
fence. QTell them also that 
when rough usage, weather 
and wear eventually rupture 
the coating — Wickwire de- 
pendable Open Hearth Steel 
Wire will still FIGHT RUST. 


WICKWIRE BROTHERS 
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* Fequires no 
- No buckle or sag 
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BELT LACING 












A stronger lacing for all types of 
belts Put on with a hammer— 
easily penetrates the toughest belt. 
Clinches smoothly into belt, com 
presses ends, prevents fraying, makes 
a permanent ‘‘humpless’’ joint 
2-piece hinged rocker pins provided 
8 sizes In boxes, handy packages 
cartons and long lengths Recom 
mended for conveyor belts and heavy 
drives—especiaily drives operating 
under outdoor conditions 


WiREGRIP 


BELT HOOKS 

















Preferred 
cause they are 
handled s 
and quickly 
Patented blue 
aligning card 
holds hooks, even 



















shortest ends in 







perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 
or any other standard ilacers 






Available in 6 sizes 


= 


A necessity at harvest time 
binders running repair binder 
slats easily and quickly right on 
the field. Get your share of this 
profitable market 





Keep 








Write today for Catalog and Circulars 
ARMSTRONG - BRAY 
& CO 


“The Belt Lacing 
People” 


Cy.T7} - 














304 Loomis Ave., 
CHICAGO, U.S.A. 
a really 


HARD 
Rotary Drill 


you can 
SUDDEN safely 
DEPTH recommend 
For general use for any 


in hard materi- 
als, for drilling 
thru brick, tile, 
stone, marble, slate, 
etce., ete., you can’t 
beat the PAINE SUD- 
DEN DEPTH Rotary 
Drill 


job! 


Carboloy-tipped these drills 
will actually drill hundreds 
of holes in green brick, for 
example. without regrinding, 
and will produce a clean, un- 





‘hipped hole with smooth 
aun. [Drills. 
Moreover, they are silent, 
doing away with the usual THLE 
pounding and din of a Star 
Drill. They can be used in SLATE 


any ordinary electric drill or 
hand drill or drill press. 





Write today for the Complete 
Paine Catalog showing ex- 
tensive line of PAINE Toggle 
Bolts (18 types, each in 60 
sizes), Lead and Steel An- 
chors, Installation and Build- 
ing Specialties—each a guar- 
anteed, improved item 


rae PAINE CO. thicag."u: 8°90 
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STONE 
ponents 
BRICK 
MOSAIC 
MARBLE 

















Patman Chain Store Tax Bill 





Approved by Eight Associations 


Opposed by four, twelve took no action, 
seven passed qualifying resolutions. Ten 
associations opposed the Painter’s License 
Bill, 13 took no action. Three opposed 


Electrician’s Bill, 14 


NLY eight retail hardware asso- 
ciations out of 30 or more con- 
sidering action on the Patman Chain 
Store Tax Bill, H.R.1., approved 


the measure outright at their annual 
meetings. Four groups passed _reso- 


took no action. 


lutions opposing the bill uncondition- 
ally, while seven associations passed 
qualifying resolutions of one type or 
another. There were 12 that took 
no action on the measure. 

The eight associations supporting 





Patman 
Chain Store Painter’s _Electrician’s 
Tax Bill License Bill License Bill 
Ap- | Op- Ap-_ Op- Ap- Op- 
proved posed proved posed proved posed 
The Retail Hdwe. Ass’n of Alabama XX * sch Ks m 
California Retail Hardware Ass’n (1) + + + + 
Southern California Retail Hdwe. 

Ass’n. (2) ? = * 7 
The Hardware Ass’n of the Carolinas (3) XX + + 
Connecticut Hardware Ass’n XX ¥ ™ ” 4s 
Illinois Retail Hardware Ass’n (4) ss ° 
Indiana Retail Hardware Ass’n > XX : + 
Intermountain Hdwe. and Impl. Dirs. 

Assn. XX + + + + 
Iowa Retail Hardware Ass’n (5) + + + t 
Kentucky Hardware and Impl. Ass’n XX XX XX 
Michigan Retail Hardware Ass’n XX XX - si 
Minnesota Retail Hardware Ass’n XX + + + + 
Missouri Retail Hardware Ass’n (7) XX ? ? 
Montana Implement and Hdwe. Ass’n  * * + + + + 
Mountain States Hdwe. and Impl. 

Ass’n (6) _ 4 + + 
Nebraska Retail Hdwe. Ass’n ’ ss - - ba id 
New England Hdwe. Dlrs. Ass’n * 4 XX XX 
New York State Retail Hdwe. Ass’n XX “5 ™ ° 
North Coast Hardware & Imp. Ass’n * = sg 3 - 
North Dakota Retail Hardware Ass’n XX XX ¥ 
Ohio Hardware Ass’h . 7 XX XX 
Oklahoma Hdwe. and Impl. Ass’n - ™ : sg = * 
Pacific Northwest Hdwe. and Impl. 

Ass’n sa ” * = 
South Dakota Retail Hdwe. Ass’n XX XX - * 
Texas Hardware and Imp. Ass’n = XX - - 
Virginia Retail Hardware Ass’n * * * * * * 
West Virginia Hardware Ass’n - * ™ = * 
Wisconsin Retail Hdwe. Ass’n > ie " 7” 2 * 
Mississippi Ret. Hdwe. and Imp. 

Ass’n XX ? = 9 ” 
Louisiana Ret. Hdwe. and Imp. Ass’n XX . " 5 ° 

* * * * * * 


Panhandle Hardware and Impl. Ass’n 


* No action taken or .no reports. 

* No bill 1939 session. 

(1) Resolution to abide by National Reta 
Congress at Cincinnati. 

(2) Resolution for approval laid on table. 

(3) Executive Committee opposes bill. 

(4) Resolution instructed National Retail 
passage of present bill. 


il Hardware Association action in 1939 


No action by association to date. 


Hardware Association not to work for 


(5) Resolution endorsing a Chain Store Tax bill but not the Patman bill. 


(6) Board resolution instructed National 


work for passage of bill. 


Retail Hardware Association not te 


(7) Resolution presented a neutral stand on the Patman Chain Store Tax. 
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the bill were the Retail Hardware 
Association of Alabama, Intermoun- 
tain Hardware and Implement Deal- 
ers Association, Kentucky Hardware 
and Implement Association, Minne- 
sota Retail Hardware Association, 
North Dakota Retail Hardware Asso- 
ciation, South Dakota Retail Hard- 
ware Association, Mississippi Retail 
Hardware and Implement Associa- 
tion, and the Louisiana Retail Hard- 
ware and Implement Association. 
The three associations opposing 
the bill unconditionally were the 
Connecticut Hardware Association. 


Michigan Retail Hardware Associa- 
tion, and the New York State Retail 
Hardware Association. 

Ten associations opposed Painter’s 
License bills, 13 took no action, and 
in seven instances no bills were in- 
troduced in the state legislatures. In 
all states where the bill has been in- 
troduced it has been defeated. Sev- 
eral states already have bills of this 
type. 

The Electrician’s License bill was 
opposed by three associations, 14 
took no action, and in 13 cases no 
hills were: introduced. 


The Segal and Norwalk Line 
of Builders’ Hardware 


(Continued from page 60) 


ing of doors by breaking glass or 
frail paneled doors and inserting 
the hand to turn the knob or force 
the bolt. 

It is interesting to note that each 
of the builders’ hardware manu- 
facturers has contributed to the in- 
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dustry in some basic fashion. The 
classic trim designs are still widely 
called for as evidenced by the con- 
tinuous use of the Colonial, Flem- 
ish, French, and Italian Renais- 
sance, Neo Greek and other design 





trim. The essential beauty of these 
can easily be traced to their respec- 
tive periods. 
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Most manufacturers, if not all, 
have complete and varying lines of 
trim, embracing those periods and 
including contemporary modern- 
istic designs. The Norwalk Lock 
Co. is in this group of progressive 
manufacturers, adapting its locks 
to the many changes of custom of 
the past 75 years. 

While the Norwalk Lock Co. was 
organized in 1856, it has its roots 
in many earlier concerns. A lock, 
made by the company or one of 
its predecessors, is said to have 
been used on the Alamo at the 
time of the massacre. That lock 
can be seen at the parade ground 
at the museum, Fort Sam Houston, 
Texas. 

It is a far cry from the locks 
used in the time of the infant Re- 
public—heavy rim locks with even 
heavier iron keys forged in the 
village smithy by an iron-lunged, 
iron-muscled blacksmith. Some of 
these locks still exist and are 
sought after by collectors of Amer- 
ican antiquities. Modern locks are 
made by giant machines, some of 
them many-fingered, and it is only 
fitting to assume that the growth 
of this country has been paralleled 
to some extent by the growth of 
its industry. 


Okolite Insulation 


The Okonite Co., Passaic, N. J., has 
published a booklet on Okolite insula- 
tion, containing data on the application 
and advantages of Okolite insulated 
cables for high voltage circuits, com- 
parative curves of the operating effi- 
ciency, greater load carrying ability and 
moisture-resistance. 











This attractive 
“Insulgrip”’ 
Screw Driver 
has a molded 
composition 
handle which 
provides sure 
insulation. The 
handle is of 
shapely fluted 
design giving 
an uncommonly 
firm grip and 
greater leverage. 

Blades are of high carbon 
steel, heat treated and pol- 
ished. | 

Furnished in three sizes, o~ 
assortments, and packed in a 
sales-making display box. A 
profitable item to feature. 


THE VLCHEK TOOL CO. 


300! E. 87th St. Cleveland, Ohio 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHERK 
TOOLS 
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Step Up Your Sales 
WITH STEWART FENCE 
AND OTHER PRODUCTS 


The liberal S 


The Stewart Iron Works Co., Inc. 
637 Stewart Block Cincinnati, Ohio 


Greatest Fence Builders Since 1886 


Iron GLUE 
IN CANS 


NOW 


For years the big seller in the 
big 10c bottle—now also 
packed in cans from -pt. to 
1 gal. Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your job- 
ber’s name, for full details. 
THE McCORMICK SALES CO. 


420 Light St., Baltimore, Md. 
McCormick & Co, (Canada) Led. 
Toronto, Ontario 











Pettee’s Celebrates 





**50 Progressive Years” 


(Continued from page 22) 


doors covered many of the cases. 
Showcases for cosmetics and other 
toilet goods were located toward 
the front of the department. 

Just inside and to the right of 
the main entrance was a stairway 
which led to the basement. For- 
merly a combination storage and 
display room for heavy hardware, 
this section had been changed into 
a modern selling floor with the 
tool department at the front and 
hardware along the side and rear 
Panel door and open case 
fixtures with ledges were used. 
Panel doors were covered with 
cork and fixtures were painted 
aluminum trimmed with black. In 
place of the usual display of mer- 
chandise on the ledge, items were 
sampled on panel boards in the 
same manner as that used on the 
panel doors. All ledge units had 
individual lighting which served to 
attract customers to these displays. 

The complete stock of power 
tools and accessories was shown 
directly in front of the basement 
entrance. Tables were built around 
the posts in the center of the base- 
ment, with a single row of them 
on one side and batteries of back- 
to-back tables on the other. Tables 
were painted the same color as the 


walls. 


fixtures. Special anniversary deco- 
rations were used in the basement 
following the same general plan 
used on other floors. 

Department signs on the first 
floor were made of mounted wood 
block letters and were used on the 
top of the various fixtures. Dis- 
plays of merchandise 
from the department were built up 
between these signs and served to 
dress and improve the appearance 
of the entire floor. 

In commenting on the results of 
the celebration, F. S. Lamb, presi- 
dent, said, “Since this was our 50th 
Anniversary, we made greater ef- 
forts in merchandise values, pub- 
licity. and especially radio pro- 
grams, to make the entire setup as 
colorful and interesting as pos- 
sible. Our remodeling tied in nice- 
ly with this. An outstanding fea- 
ture was the interest shown by the 
public and the best part of it was 
the way they bought.” 

The company operates five 
branch stores all located in vari- 
ous sections of Oklahoma Citv. 
The slogan: “1889—Golden Jubi- 
lee—50 Progressive Years—1939” 
will be used in newspaper adver- 
tising and on business stationery 
during the entire year. 


seasonal 


How’s the Hardware Business? 


(Continued from page 46) 


and various other outdoor lines 
including border, steel porch furni- 
ture, and croquet, tennis and_ bad- 
minton equipment as being excep- 
tional. Leading wholesalers are bet- 
ter satisfied than during April and 
early May, with their incoming vol- 
ume. but there is complaint that 
orders. while numerous, usually are 
small, increasing relative handling 
expense and lessening margins. Evi- 
dently 
turnover closely and are holding in- 


most stores are watching 


ventories low. 
* Ke * 


Independent vs. Chain Re- 


tailing--Despite the rapid growth 
of chains, the independent, single 
store merchants have maintained 


their numerical strength since 1929, 
operate 86 per cent of the stores in 
the United States and handle nearly 





two-thirds of the total retail sales 
volume. These figures as reported by 
the Twentieth Century Fund. an en- 
dowed research organization, were 
taken from a comprehensive analysis 
of retail sales trends and 
through 1935. the last year for 
which complete statistics are avail- 
able. The report placed the number 
of retail stores at more than 1,600.- 
000. employing nearly 4.000.000 
persons. exclusive of proprietors, 
and with a sales total of $33.200.- 
000,000. The proportion of the total 
business handled by the independent 
operator was found to have in- 
creased slightly less than one per 
cent between 1929 and 1935. The 
share of the chain store in the ag- 


costs 


gregate volume in 1935 was shown 
by the fact that although only one 
out of 12 of the 1.600.000 outlets 
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MANY NEW MODELS 





price lined to the purse 


level of all customers 





WRITE FOR FREE CATALOG 





CAN OPENER 
COMBINATION 





SHELF BOX . , 


—_-— ; 
F - | Order No. 160-B.C. Vaughan’s Improved CAN OPENER 
o s AL ES TES TED ABRA 5 IVES COMBINATION ... BOTTLE OPENER ...CORK SCREW 


|... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
: The only complete Can Opener Combination on the market, 
Jewel Emery Cloth and Flint Paper — sales- at a popular price. Packed on individual display cards. One 


tested for popularity .. . in an eye-catching, | dozen to the box. A fine seller. Send for prices. 


convenient, bulk-dispensing package that Vaughan's 


keeps stock néat and clean and right in sight! SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
-Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 


HOUSEWARES BUYERS! 


The event of the year is calling several months’ work in a few 






A selection of the fastest-moving sheets of 


Patented tab and hinged cover on the 
specially-designed, metal-reinforced box per- 
mit access to every sheet — at the top or the 
bottom — without disarranging the pile. | 

Order this convenient sales-accelerator 
from your jobber. Or write direct to Abrasive 


Products, Inc., South Braintree, Massachusetts. 


ABRASIVE &% PRODUCTS 





















phen 75 : you — the great NEW YORK days. You can inspect the lines 
HOUSEWARES HOUSEWARES SHOW. The of hundreds of manufacturers 
SHOW date—July 10 to 15, inclusive. 





The place — HOTEL ASTOR ~—* mammoth display of all 


HOTEL ASTOR in the Air Conditioned Ball _ that is newest and best in mod- 


JULY 10 to 15 Room. Here you can accomplish — ern Housewares. 
“MEET ME AT TIMES SQUARE" 


NEW YORK HOUSEWARES MFRS. ASSN., HOTEL ASTOR, NEW YORK 
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FYAMNDZS 
Tool of 100! Uses 


Get on the Hobby 
BAND WAGON! 


Hobbyists, me- 
chanics and _ re- 
pairmen prefer 
the Handee. Mer- 
chants like it too 


requires small stock investment and has 
rapid, profitable turnover. 
Throughout the world Handee has pres- 
tige, because of its startlingly efficient per- 
formance—because since it was invented 
10 years ago, it has been advertised in 
more than 100 leading national, trade and 
professional magazines. 
Every buyer becomes a steady customer 
for the 300 quality Handee accessories to 


grind, drill, polish, 
carve, engrave, etc. 


Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 





Special Deals Make It Easy for You to 
Stock This Money-Making Handee Line. 
Write Today. 

CHICAGO WHEEL & MFG. CO. | 
Makers of Quality Products for 40 Years | 


1101 W. Monroe St. 





cut, rout, sand, saw, 


SELLS MORE 
ACCESSORIES 


Increases accessory 
sales up to 40%. 
Glass-top, dust- 
proof case contains 
87 livest varieties 
of the fastest-sell- 
ing accessories. 


Dept. HA Chicago, Ill. 


were included in chain systems. 
these handled 23 per cent of the 
total dollar retail volume. The sur- 
vey also showed that the average 
retail establishment uses 2744 per 
cent of its net sales to pay its own 
operating costs, but that small town 
concerns generally have lower costs 
than those of the larger cities. 
* * * 

Manufacturers’ April Opera- 
tions—Both new orders and _ ship- 
ments declined in April from the 
level of the preceding month ac- 
cording to reports received by the 
Conference Board from 135 manu- 
facturing concerns. Orders received 
showed a rise of 20 per cent over 





those reported a year ago, but de- 
clined 15 per cent below orders re- 
ceived in March. Shipments declined 
less drastically, with a loss of 8 per 
cent from the March level, but an 
advance of 14 per cent over April, 
1938. Data received from 121 com- 
panies reporting both inventories 
and shipments show that the total 
value of inventories at the end of 
April was 13.8 per cent lower than 
a year ago. Inventories were equiv- 
alent to about 314 months’ ship- 
ments at the April level; a year ago 
they were 414 times shipments. The 
decline was about equally distrib- 
uted between raw material and 
finished product inventories. 








By ROBERT PII.GRIM 


Copyright 1939 by Hardware Age 














WARSAW, 











EMBURYU MFG.CO. 


N.Y. 










































4 KNIVES USED IN ANGLO-SAXO! 
TIMES IN ENGLANO WERE SHAPED MUCH 
LIKE OUR MODERN RAZOR. ONCE, IN 
FACT, SOME OF THESE KNIVES WERE IDENTIFIED 
4S “ROMAN PAZORS,” AND SO LABELLED 

IN A MUSEUM, 
SL Ss ss 


THE FIRST 
TABLE 


F 
\NTRODUCED 
IN ENGLAND 
ABOUT I600- 
HAD ONLY 
TWO PRON 












My 







WERE ONCE USED 
To €UF SUGAR iin 
AT THE DINNER TABLE. 
IN COLONIAL TIMES 
SUGAR WAS BOUGHT 
IN LARGE CONES 
WEIGHING ABOUT TEN 
POUNDS, AND ODDLY-SHAPED 
“SUGAR SHEARS" WERE USED To 
CUT OFF PIECES FOR TABLE USE. 


MAD USES SSS SSO 











\T COOK BY MEANS 
OF THE HEAT OF THE SUN 
ARE MANUFACTURED BY A 
MIDWESTERN FIRM 












HARDWARE AGE 





























This Store Puts Customers 
in a Buying Mood 


(Continued from page 31) 


proven to be much more effective 
than illustrations from a catalog. 
This burner, although in actual 
use, is a very definite unit in the 
display scheme. 

The entrance to the basement 
is located about 30 ft. from the 
front door and customers have to 
come well into the store and 
make a complete turn in order to 
reach it. A small floor office. is 
Jocated near the head of the stairs 
and this, according to W. B. 
Arnold, Jr., general manager and 
son of the owner, has proved to 
be a decidedly worthwhile feature. 
It constitutes a headquarters from 
which the sales floor may be super- 
vised and it is also an excellent 
place in which to see visiting sales- 
men and attend to detail work. 
From it one can see people going 
1o the basement and when some of 
them are known to be prospects 
for certain appliances, it is easy 
to notify the proper salesman. A 
large, triangular sign, visible from 
all parts of the store, is suspended 
over the stairway entrance and 
tells of the merchandise featured 
in the basement. 

Women are important customers 
in this store and half of the main 
floor to the right of the entrance 
is given over to housewares. Glass- 
ware, gift goods and electrical 
merchandise are shown well up 
toward the front. Some of the fix- 


tures have small mirrors worked 
into their backgrounds. Glass 
shelves and individual lighting for 
each case provide an artistic set- 
ting for the type of merchandise 
displayed. 

Back of the store is a 100 ft. 
square private parking lot avail- 
able to customers of the store. The 
lot is used at night and display 
windows have been built into the 
rear of the store on each side of 
the entrance. These windows are 
illuminated at night and a neon 
sign over the entrance directs 
people through the store to the 
main street during the day. 

All equipment is painted an 
ivory shade trimmed with bright 
red. Department signs of cut-out 
wood letters appear over each fix- 
ture. Customers move _ easily 
through the aisles which are usual- 
ly of 4 ft. width. Table displays 
in the housewares side are built 
up to a considerable height in 
order that they may command at- 
tention. Step-up units are used to 
improve displays of small mer- 
chandise in other sections of the 
store. 

The new arrangement has been 
in operation for over a year and 
Mr. Arnold states that if every- 
thing had to be done over he could 
think of no further changes to 
make. This statement is a tribute 
to careful and thorough planning. 


My Hardware Week 


(Continued from page 61) 


“peeler” was a great improvement 
on my friend’s patent. It was 
very well made. How much? 
“Well, it’s marked to sell at 85 
cents, but you can have it for 68.” 
The clerk I met had to ask an 
older man if they had such a 
thing. The oldster dug it up. No, 
it was not a good seller. I was 
not surprised. /¢ was buried. 

I will bet a big, red apple that 
a bright young fellow could go 
from house to house demonstrat- 
ing this “peeler” and make a good 
day’s wages. You see, all house- 
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wives peel potatoes. This knife 
makes the job easier and it works 
quicker. Besides it will pay for 
itself in potato savings. To sell 
a thing, old or new, it must be 


“shown and known.” 
* & * 


My old hardware friend, P. C. 
Beamer of Hilo, Hawaii, writes 
he is on his way here to see the 
World’s Fair. Will stop on the 
West Coast for some salmon fish- 
ing, see “Baby” Beamer at the 
University of Washington, and be 
in New York about September 1. 
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STEEL HARDWARE CABINET 


Keep your stock clean and orderly—It 
pays for itself by keeping your mer- 
chandise in saleable condition. Ideal 
for samples and catalogues. Made of 
cold rolled steel. Olive green finish. 
Size 30 x 14 x 37%—Inside Drawer 9x 12x3% 
If check accompanies order, we pay freight 
STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 











They look the best because they are 

The sure cutting, precision- 

ong wearing Unique Counter 
INC., IRVINGTON, N. J. 


ern glass 


> for mod 


— SELL RED DEVIL 


cutters 
S up turnover and produces new users 


glass 
LANDON P. SMITH, 


Sell more 


< 
< 
O 
O 
=i 
— 
O 
~~ 
> 
< 
> 
> 
z 
a 





89 





A popular byuy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 






National Manufacturing 
Company 
STERLING - - - ILLINOIS 











HHH] 











Don’t pay more 
for less! 





BLAKE & LAMB 


Alert retailers owe it to themselves 
and to their trade to stock the best 
values in hardware. Weeks ahead 
of the trapping season, alert re- 
tailers are right now investigating 
the price and quality advantages of 
BLAKE & LAMB—the “Steel Trap 
of the Hardware Trade.” 


Write for catalog, prices and your 
closest source of supply! 








THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 











Several years ago he told me Mrs. 


Beamer had a fine voice. I told 
him I was sorry I could not hear 
her. One day a package arrived 
by mail. It was a record. On our 
Victor we heard Mrs. Beamer 
sing. She has a lovely voice. 
These days time and distance are 
in the discard. 


* * * 


Leslie D. Davis, director of S. 
Hoffnung & Co., Ltd., Sydney, 
Australia, writes he is coming to 
see us in August. We remember 
his last visit with much pleasure. 
He had some very good stories. 


We look forward to some new 
ones. 
+ *” + 
As a contributor to National 


Hardware Week, Belknap Hard- 
ware & Mfg. Co., Louisville, Ky.. 
broadcast “A Tribute to the Hard- 
ware Industry.” Next year this 
great concern will celebrate their 
one hundredth anniversary. Presi- 
dent Charles R. Bottorff led off 
at the “mike” and then introduced 
Luther R. Stein, senior vice-presi- 
dent and sales manager, who said 





American Hardware Mfrs. Assn. 


annual convention 
National Wholesale 
Oct. 16 to 19, 1939. at the Marlbor- 
ough-Blenheim Hotel, Atlantic City, 
N. J. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ assn. George A. 
Fernley, 505 Arch St., Philadelphia, is 
secretary of the wholesalers’ assn. 


Associated Pot and Kettle Clubs 
of America, annual convention, July 
7-9, 1939, at the Hotel Claremont, Ber- 


meeting with the 
Hardware Assn., 


keley, Cal. Al. G. Fischer, J. W. 
Robinson Co., Los Angeles. Cal., is 
secretary. 

Housewares Show, sponsored by 


New York Housewares Mfrs. Assn., July 
10-15, 1939, at Hotel Astor, New York 
City. Mrs. Flo English, Hotel Pennsy]- 
vania, New York, is secretary. 

Hardware 


National Contract 


Assn. convention and exhibit. Oct. 2-5, 











sume very pleasant things about 
hardware retailers, salesmen, 
clerks and manufacturers. These 
talks are printed in pamphlet 
form and will be sent on applica- 
tion, by the company. 


* eu * 


A short time ago A. W. Shap- 
leigh of the Shapleigh Hardware 
Company, St. Louis, also made an 
interesting radio talk about the 
early days of the hardware busi- 
ness in St. Louis. We believe such 
radio talks addressed to the mer- 
chants and consumers in their lo- 
cal territories are excellent pub- 
licity, and should be valuable in 
impressing the importance of the 
hardware trade upon the commu- 
nity. 

* * * 

With the King and Queen of 
England and many other notables 
visiting our shores this summer, 
and the travel to San Francisco 
and New York, our time should 
be well filled and no one should 
suffer from boredom. Every day 
we will look forward to meeting 
old friends and making new ones. 


Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


National Small Business Men’s 
Assn., Akron, Ohio, annual convention, 
June 27, 28, and 29, 1939, at Detroit, 
Mich. DeWitt M. Emery is president. 


National Wholesale Hardware 
Assn., annual convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association, and Charles F. Rock- 
well, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 
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FOR CONTINUOUS 
PERFORMANCE 





ATKINS | 


E. C. ATKINS AND COMPANY e 410 SOUTH ILLINOIS STREET 









CROSS CUT 
SAWS 


INDIANAPOLIS e@ INDIANA 








=. Ne EVER-LIET 


— by PROCTOR 


Ends Lifting 
and Tilting! 


SOLD ON 30- 
DAY MONEY- 
BACK OFFER 
WITH 3-YEAR 
atl GUARANTEE 
PROCTOR ELECTRIC COMPANY 


Roast-or-G _ © Irons « Toasters 


Wafflers 
7th & Tabor Road, Philadelphia, Pa. 

















- SAND’S LEVELS 


—TELL THE TRUTH— 
—— 


WORLD'S STANDARD FOR 45 YEARS 
“Factory Built-In Accuracy” 


MASONS’ WOOD AND ALUMINUM 
CAEPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


- Write for Catalog 
SANDS LEVEL & Too. COMPANY 


8631 Gratiot Ave. DETROIT, MICH. 
eee 





































FAULTLESS CASTER CORPORATION 
EVANSVILLE, INDIANA 
Branches in Principal Cities Canada Factory: Stratford, Ontario 


a 
aoe \ ie 


JUNE 15, 1939 




















MARCHING .. off your Shelves 


PAINT—VARNISH—WAX—SAN DPAPER— 
FILLER— OILS —STAIN —BRUSHES—SHELLAC 


Speed-0-Li if you knew a certain plan would IN- 
peed-O-Lite PEASE YOUR PAINT. SALES— 
actually foree varnish, brushes, wax, 
filler, oil, seal, sandpaper, tools and 
other supplies to literally fly off your 
shelves—you would want to KNOW how 
oot you could get it going in your 
store 














Write. Let us PROVE one of your - 
fellow dealers ADDED $1,978.40 to his Lincoln 
gross income in twelve months through 
the Lincoln Speed-O0-Lite Rental Plan— Dail 
another $1,557.67 in 13 months. aily 

; A_ portable sander 

More painters, decorators, edges, closets, desk 
homeowners, janitors, handy- 

men, schools, office buildings, 

ete., will patronize your siore 


Dustless 


trim, ete. 
$5 a day in Speed-0- 


rentals an 
you pay out of extra profits on and Yee. 90 


-Z terms. rentals alone. 


ig 
| Ret tebe ei 
Bye 1 OOk MACHINERY COMPANY. INC 


212 WEST GRAND AVENUE CHICACO 





FLOODLIGHT 


ILLINOIS 





Disc 


Sander Rents at $2-$3 


for 
and 


table tops, stairs, panel, 
Rents for $2 
to $3 a day. Add $3 to 


Lite 
t a 


total up to $8 per day in 





A ‘Natural’ 


Home Craftsmen 


They may be 
amateurs, but the 
average home 
craftsman takes de- 
light in having 
good tools. Every 
mother’s son of 
them — amateur or 
professional —— wants 
this sturdy Baker 
MeMillen MITRE 
KIT when he see it 


$9.50 


Includes 
Highgrade 
10” Back- 





The MITRE KIT 
is a lifetime tool. 
It is accurately in- 


its highgrade 10- “inch back saw. the MITRE KIT is a popular seller at $2.50 


Write today for our liberal wholesale prices 
346 E. Miller Ave., Akron, Oh 


THE BAKER McMILLEN CO., 


For 


dexed for 45, 67% and 90 degree cuts and takes wood sizes up to 2x4 Including 


io 














ATION EVERYWHERE 


EN. 
ZeFrne Sung: MWAy 


CAN OPENER 


A Big Profit Item That Moves Fast 
The only can opener that swings 
back against the wall when not in 
use. Opens.any size or shape can. 
Guaranteed for 5 years. 
$1.50 Each, List 
Representatives: D. E. Sanford Co 
San Francisco, Fox Agencies, 
Toronto, Canada 
It You Cannot Get SWING-A-WAY 
From Your Jobber, Write For 
Information To 


F. L. McCABE 


THE STEEL PRODUCTS COMPANY 


CHICAGO, ILLINOIS 


















a i a . 


AMERICAN CHAIN DIVISION e ame CHAIN & CABLE COMPANY, 
BRIDGEPORT, CONNECTICUT Sz Business for Your Sapely 
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No. 10 Lindsay Blanket Pins 


STEEL—NICKEL PLATED—6 pins to card—% 
gross cartons. In bulk—1 gross cartons. BRASS— 
MICKEL PLATED—6 pins to card only. End of pin 
is protected—no hing or hi Length 3% 
inches. Also used by campers, hunters, laundrymen, 
ete. If your jobber does not stock, write direct to: 


PERFORATED PAD COMPANY, 
Sole Distributors, Woonsocket, R. |., U.S.A. 

















ELECTRIC FENCE 
USERS are delighted 
with these new items. 
KWIK KLIPS fasten 
fence wire to insulators 
quickly, securely, without 
tools. Made of galva- 
nized spring wire. 

KWIK GATES (handle, 
hook and spring) are 
simple. efficient. 

Ask your Jobber 
Accessories * Mf. Co., 4612 No. Clark St.. Chicago. Il. 

















Moden Door Hardware 


—— The “WHO MAKES IT?” issue of 


— Bars 4 a od ons. a and > 
shes in stock. Special Bars made to speci- 

fication. Write for our No. 11 catalogue HARDWARE AGE enables you to 
illustrating ‘‘Modern Door Trim.” 


S. PARKER HARDWARE MFG. CORP. 
Ludiow & Canal Sts., New York, N. Y. quickly locate sources of supply and 
Phones CAnal 6-1680-1-2-3 


@ DENISTON 


‘Lead Seal”’ NAILS 


Get samples of this remarkable roofing 
which makes any kind of roofing give better B, 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous “ 
Geal’’—the lead under the head and down the 
thank actually pluge the nail hole with lead! . 








helps you answer many questions re- 





garding brand names, products, etc. 






ask your ord or write us for samples and dem- Narberth, Pa.: Who makes reflec Canton, Ohio: Who makes a mag- 
The DENISTON Compan tor letters and numbers? Ricklin’s netic brad driver? The Canton 
1840 S. Western Ave. CHICAGO. | — Hardware. Hardware Co. 

















ANSWER: Kajo Novelty Co., ANSWER: Waterstons, 28 E. Lar- 
839 6th Ave., New York, N. Y. ned Street. Detroit, Mich. 
QUALITY GUARANTEED! | oe 
The only roof coating sold with * * 
@ guarantee of meeting U. S. 
Government Master Specitica- 
tion requirements printed on West Englewood, N. J: Who 


every can. This is your assur- . . . ‘ 
inconning, Mich.: Who makes 
pn ie Pip fag makes the Montamower lawn J P ‘a noel as - © 
satistied customer. a e ’ ae 
Then—to help you sell. we give mower? F. M. Fenn. _— 4 6 P P 
you free a beautiful metal stand Tremlin Hardware. 
that holds a complete line . . . se ° ° 
colortul folders imprinted with ANSWER: Montamower Distrib- 


a a maar Gntey uting Co., 321 Houseman Bldg., ANSWER: Jaeger Machine Co., 


ae So eteningeinn - on that Grand Rapids, Mich. Columbus, Ohio. 


LBM ASPHALT Fipee 
ROOF COATING | * * * 
|-B-M Liqusp noor coating 
-B-M ASPHALT PLASTIC 


leas rate aed -siantad Lenoir, N. C.: Who makes the Fairfax, Mo.: Who makes the 
Competitive Groge rhe a Dejur electric iron?  Bernhardt- Humane horse collar? Sly Hard- 
Seagle Co. ware. 


Ce samme FOSTER comoan 


20th St. & Erie Ave., Philadelphia, Pa 


ANSWER: Dejur Electric Works, ANSWER: Powers Mfg. Co., 
124 Bleecker Street, New York, N. Y. Waterloo, Iowa. 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editoria] feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Baltimore, Md.: Who makes the 
Yoder-Morris electric operated 
garage door hardware? Western 


Mill & Lumber Corp. 


ANSWER: /Yoder-Morris  Co., 
5500 Walworth Street, Cleveland, 
Ohio. 


Denver, Colo.:* Who makes the 
Beaver coin controlled lock? Build- 
ers Service Bureau, Inc. 


ANSWER: Western Reserve Mfg. 
Works, 3710 E. 93rd Street, Cleve- 
land. Ohio. 


St. Petersburg, Fla.: Who makes 
the Vidrio electric food mixer? 
John W. Lee. 


ANSWER: Vidrio Products Corp., 
3920 Calumet Ave., Chicago, II. 


Dover, N. H.: Who makes the 
King of the cornfield corn Planter? 
J. Herbert Seavey. 

ANSWER:  Sargent-Osgood & 
Roundy Co., Randolph, Vt. 


Plymouth, Mass.: Who makes 
Burling irons used in woolen mills? 


John E. Jordan Co. 


15, 1939 





JUNE 


ANSWER: Edward Parkinson 
Mfg. Co., 308 Dexter St., Providence. 
R: 2 


Port Washington, N. Y.: Who 
makes the Red comb poultry Feed? 
Shields Bros. 


ANSWER: Hales & Hunter Co., 
160 W. Jackson Blvd., Chicago, II. 


Campbelltown, Pa.: Who makes 
the Auto-Point pencils? A. M. 
Brandt. 


ANSWER: Autopoint Co., 1801 
W. Foster Ave., Chicago, Ill. 


Fort Myers, Fla.: Who makes the 
Gloucester paint? Heitman-Evans 
Co. 

ANSWER: Henderson & Johnson, 


Inc., Gloucester, Mass. 


Yonkers, N. Y.: Who makes an 
electric rod or wand used for driving 
cattle? See Jay Battery Co. 

ANSWER: Electric Stock Driver 
Co., Bellefontaine, Ohio., Antiseptic 


Products Co., 3101 Walnut Street, 
Denver, Colo. 





















Hardware Dealers 
PROFIT WHERE 
OIL «»«:* * HOLIDAY 


Millions of users know Graphite 
in dry form is longer-lasting and 
far superior to oil or grease for 
thousands of miscellaneous lu- 
bricating applications. Heat, cold, 
water, oil, other solvents, pres- 
> sures, and speeds cannot destroy 
; or displace it. Never hardens, 
gums, drips, smells, or fails... 
= In other applications, Graphite 
added to oil or grease makes the 
truly super-lubricant. A “shot” 
of Graphite makes everything 
LOCKS AND Me work, run, or operate noiseless- 
ly; drives and keeps out power- 
wasting friction. It's easy to sell 
your customers the idea of keep- 
..& ing a “Gun” handy for daily use 
“yJin their homes, shops, offices, 
stores, factories, mills and cars 
© to stop squeaks, remove rattles, 
fight friction. 


‘ RUBBER MODEL 
JUNIOR 30: REFILLABLE 
MODEL Lasting, durable con- 


struction—for shop, 
Made of Flexophane—throw | bench and all servicing 
away when empty—contains often preferred by 
900 applications—individual- | mechanics. 8 refills 
ly mounted on directions- | cost only 50c. Full di- 
anddisplay card rections on wrapper. 


Both items sell fast wherever shown — and the profit 
is most attractive. Write Dept. CG40 for literature, prices and proposition. 


JOSEPH DIXON CRUCIBLE CO., JERSEY CITY, N. J. 


oO 
























DIXON'S GRAPH-AIR GUNS 
AND MICROFYNE GRAPHITE 
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Classihied Opportuniliea Seclion... 





Use this section to reach Hardware Manufacturers, Manufacturers 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chamihied Adwventining She. 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words... 4.00 
Each additional word...... 06 
Positions Wanted 
(Special Rate) set solid, maximum, 
Me MEE cicascoheonnscqucecetes .50 
Each additional word ..........-.. 1 


0 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
One inch 
Each additional inch 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE | 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











L J 


| = Positions Wanted =| 





Positiows Wanted 


HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 


YOUNG MAN 26, 9 YEARS’ EXPERIENCE 
wholesale and retail hardware seeks position. Can 
furnish references. Address Box D-514, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


AM INTERESTED IN CONNECTING WITH 


reliable Manufacturer as Purchasing Agent. 
Eighteen years’ experience Jobber, Mail Order 
and Syndicate Buying Companies. Acquainted 


with the trade and can aid in increasing volume. 





Excellent references Address Box D-498 care 
of Harpware Ace, 239 W. 39th St., New York 
City 

HARDWARE ENGINEER, AGE THIKTY- 
FIVE; American born. Education includes five 
years architectural drafting and detailing. Ex- 
perience: Eight years selling & detailing hardware 
for office buildings, theaters, churches, residences 
from smallest to estates. Competitive and deluxe. 
Will travel if proposition warrants it Address 
Box D-512, care of Harpware Acre, 239 W. 39th 
s. x ¥. Cm 

POSITION AS FACTORY REPRESENTA 
TIVE. HAVE had twenty years’ experience 
calling on Hardware Jobbers, Mill Supply and 


Southern 
At present 


Machine Tool Dealers in Central States, 
States and Southwestern Territories. 
have a permanent position as Sales Manager of 
light machine tool manufacturers. Desires a 
change for personal reasons. Can give the best 
of references. Address Box D-511, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


INDUSTRIES: AC- 
COUNTANT-CREDIT executive available; 34, 
assume full charge, excellent background and 
qualified. Fourteen years with prominent Hard- 
ware and Paint Concerns, familiar with their 
outlets. Thoroughly experienced in general ac- 
counting, internal systems; cost and selling rec- 
ords, taxes, financial and profit ratios and operat- 
ing budgets perpetuating any organizations. 
Thoroughly experienced with credits (Com- 
mercial, Contractual and Maritime); effective ap- 
plication of credit licies, commercial law, Fed- 
eral Heard Act, State lien laws; minimum of 
losses; high collection percentage. Seek execu- 
tive position with large and well rated manufac- 
turer or wholesaler. Resume prepared. Box 
D-456, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





DURABLE GOODS 








CAN YOU USE A HARDWARE man build- 
ers’ or general hardware buyer or seller. Long 
experience with best of references. Address Box 
D-506, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


SALESMAN WOULD LIKE TO REPRE 
SENT a manufacturer to hardware, mill supply 
and plumbing supply jobbers and wholesalers in 
Metropolitan New York territory on commission 
basis. Well acquainted with trade. Address Box 
D-494, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. | 


MANUFACTURER: 
iE 35. Experience 
Builders’ Hardware 
lave served in capacities of 
purchasing, and management. 
manager of Hardware manu- 
facturing plant A good producer Address Box 
D-509, care of Haroware Acre, 239 W. 39th St., 
N. Y. City. | 


HARD 
manu- 
and Spe 


ATTENTION’ 
WAREMAN, : 
facture of Heavy 
cialty products 

production, sales, 
Employed now 


as 








CAPA 
Hard 

pleasant 

connections, 


BUILDERS’ HARDWARE MAN, 31 
BLE, thoroughly experienced in European 
ware Trade, former export traveller, 
personality, wants position. Wide 


able to promote export, therefore the right man 
for manufacturer or exporter. Good salesman, 
therefore all selling propositions considered. Low | 
starting salary. Locate anywhere. Address Box 
D-507, care of Harpware AcE, 239 W. 39th St., 
ie A 


City. 





Established Sales Agents 


New, safe rust removing solution. 
Packed in bottles 4, 8, 16, 32 ounces 
and gallon. Retails 25, 40, 70 cts., 
$1.20 and $2.90. Liberal discounts. 4), 
Product selling fine in New York 
stores, Hardware, Housefurnishing, {¥ 
Sporting Goods, Paint, Furniture and 
Marine Supplies. Sample and litera- 
ture on request. State territory cov- 
ered, men employed and other infor- 
mation. 


RUST-FOE CO., INC. 


9 Great Jones St., New York City, N. Y. 











EXPERIENCED SALESMAN TO HANDLE 


| FULL or part time a popular competitively priced 


line of shellacs. Mention full particulars and 
specify territory covered. Address Box D-515, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City 


SALESMAN WANTED BY RESPONSIBLE 


| MANUFACTURER to sell five complete lines, or 


| grades, of aluminum ware to hardware stores. 
| housefurnishing trade, etc. Commission—paid 
weekly. Protected territory. Give full informa- 





LARGE NEW YORK SPORTING GOODS 
Firm requires services of experienced representa- 
tives to sell complete line of popular-priced sport- 
ing goods such as footballs, boxing gloves, basket- 
balls, ete., for New York State and Western 
territories. To call on retail and department 
stores. Only those with following apply. Can 
be carried with allied lines. State full particu- 
lars and references. Address Box D-516, care of 
Harpware Acre, 239 W. 39th St., N. Y. City. 











ENGLAND ALSO PITTSBURGH 
AREA. Salesmen wanted to sell hardware store 
fixtures, shelying, tables, etc., must be familiar 
with retail hardware and allied lines, must under- 
stand merchandising and display, may be handled 
with another non-conflicting line, commission basis 
until qualified. Leads furnished, full cooperation. 


NEW 





Write fully as to qualifications, age, territory, 
etc. Address Box D-508, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


Open. 
Act, 239 W. 


tion regarding experience. State territory worked. 
Address—lIllinois Pure Aluminum Company, Le- 
mont, Illinois. 


HAVE YOU ENTREE WITH THE hard- 
ware, electrical and radio jobbers? Our line of 
wire and affiliated products should interest you. 
New England States, Wisconsin, North and 
South Dakota, Minnesota, North and South Caro- 
lina, Mississippi, Arkansas, Kentucky, Tennessee, 
Louisiana, Iowa, Missouri, Kansas and Nebraska 

Address Box D-454, care of Harpware 
39th St., N. Y. City. 


WANTED! SALESMEN NOW SELLING 
HOUSEWARES to hardware dealers—depart- 
ment stores and other dealer outlets—who can 
properly handle additional line of cast aluminum 
utensils, pressure cookers, hotel ware. Must 
thoroughly cover territory by car—commission 
basis—exclusive territory. Give complete details 
—confidential. Address: National Aluminum 
Mfg. Co., Peoria, Illinois. 








postage for remailing. 


Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by fall | 
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| Business Opportunitien | 








EXPERIENCED JOBBERS’ SALESMAN 
WANTED. SPECIALIZE in builders’ and shelf 
hardware, tools, and Job Lots. Live wire man 
can average comfortable earnings with progressive 
concern which has good credit rating and dis- 
tributes most of the nationally advertised Hard- 
ware and Tool lines. We can furnish many good 
local accounts to right party. Replies held con- 
fidential. Address Box D-517, care of HarpWarE 
Ace, 239 W. 39th St., N. Y. City 








| Accounts Wanted | 








LINE WANTED BY SALESMAN COVER- 
ING Virginia, North and South Carolina, Georgia, 
Florida. Now selling one line successfully to 
retail hardware and mill supply trade. Interested 
in one other good line that dealers buy regularly. 


Commission basis Can guarantee good volume | 


with right line. Address Box D-510, care of 
Harpwarr Acre. 239 W. 39th St., N. Y. City 





| Basiness Opportunities | 





HARDWARE DEALER 


Send for our Protecting Level 
glass kit to replace worn, 
broken or scratched top glasses 
for all popular makes of levels. 
Sent post paid for $1.00 some- 
thing new, make one hundred 
per cent profit. 


FISHER GLASS WORKS 
14474 Rochelle, Detroit, Mich. 














WANTED REVOLVING NAIL BIN 
WANT to buy a good used metal revolving nail 
bin with twenty to thirty bins for approximately 
110% nails each, with or without scales. Quote 
price, give description and advise condition. Ad- 
dress: Willingham Sash & Door Co., Macon, Ga. 


FOR SALE: HARDWARE, PLUMBING 
AND Tinning Business located in an Industrial 
City in Ohio, population 40,000. Large neighbor- 
hood trade in better residential district. It is 
priced right and worthy of your consideration. 
For further particulars address Box D-499, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 














City, Missouri. 





ACCOUNTS RECEIVABLE FINANCED 
YORK FACTORS CORP. 
32 Court St., Brooklyn, N. Y 


Triangle 5-2645 





FLOOR SANDERS LEASED TO WELI 
rated dealers. We supply professional type 8-in. 
American Machines. No investment. Enter this 
profitable field. Write for details. Floor Ma- 
chine Rental Co., 907 East 31st St.. Kansas 





Fire You Seeking SALES REPRESENTATION 


eithen on a NATIONALoi SECTIONAL BASIS? 


It lists 1150 MANUFACTURERS’ AGENTS in the United States and 48 in Canada operating in the 


hardware field, giving not only their names and addresses but also the lines handled, territories covered, 


number of men traveled, branch addresses of those firms having them and the year the businesses were 


HARDWARE AGE VERIFIED LIST 


Obviously this information will prove helpful in arranging for sales representation wherever desired im 


the United States and Canada. 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 


and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effeétively con- 


tacting, personally or by mail, these distributors in the hardware trade. 


The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order. 


HARDWARE AGE 


VERIFIED LIST DEPARTMENT 


239 West 39th Street. 


JUNE 15, 1939 


New York City, New York 











NEW IRONS 
for OLD 


For precise conditioning 
by wheel or stone, you 
can’t beat the handy new Millers Falls No. 240 Plane 
Iron and Chisel Sharpener. Strong, compact, deli- 
cately adjustable, it saves time and lengthens the life 
of the blade. It broadens your market, swells your 
profits. ONLY $1.25 LIST. Ask your 
jobber. 






No. 240 
Sharpener 





MILLERS FALLS 
TOOLS 


MILLERS FALLS COMPANY 
GREENFIELD MASSACHUSETTS 








New, prac- 
tical sales help, 
featuring a B.W.H. 
40 year old success. 
6 gleaming Boston 
Nozzles stand at atten- 


tion in modern setting, 
while 6 more nestle in 
storage bin at back. 


The BOSTON 











HOPPE’S PACKS 
To ALL Shooters 
For Vacation Use 


Everything for Proper 
Care of Firearms 


HANDY package, 
in attractive 
bright-colored dis- 
play container. 
Quick seller with 
good profit. Order 
from your regular 
Jobber. 


ANK A. HOPPE, inc. 
N. 8th St., Phila., 


Sell 






FR 
2314-A Pa. 








Gent" DOMES of SILENCE 


SLIDE - SILENTLY - - SOFTLY - SMOOTHLY 
40 SAVE FURNITURE 
& FLOORS-CREATE QUIET 


of Silence 
Glides 


Domes 
Rubber Cushion 


supplied write to 


N.Y. C. 


Ask your Jobber. If he is not 


DOMES of SILENCE, Inc., 35 Pearl St., 











Ondex SJo Adwertinewn 





The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 


Abrasive Prod., 
Accessories Mfg. Co.... 
Acme Steel Company.. 
Alabastine Co. ........... 
Aladdin Industries, 
Allen Mfg. Co., = 
Allen Mfg. Co., W. ®D beesute eee 
Alliance Mfg. Co 

Altorfer Bros. Co..... 
American Brass Co............- 
American Cabinet Hdw. Corp... . 
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IF YOU WANT BOTH 
PRICE and QUALITY 


Attractively priced, TUDOR MAILTAINER ornaments any 


home. 
attractive finishes. 


Made of rust-resisting metal in wide variety oi 


Equipped with durable lock 

FULTON DROP 
LETTER PLATES 
have the rust-resist- 
ing features of high- 
priced brass at the 
price of steel plates. 
Mechanically correet 
for resisting snow, 
sleet and rain. 


These items heave the 
eye appeal, price ap- 





peal, quality and 
profit you've 
looking for. 

Write for Oemplete 
Information, Deeler 
Prices, ete. 


PATENT NOVELTY COMPANY 


305 Eighth Avenue Fulton, Illinois 
New York Chier9> Denver San Francisco 
1150 Broadway 192 N. Clark St. 1518 Arapahoe 1128 Mission St. 











display stand 


FREE 


gust buy 8 dozen 
‘sb. Cross TACKS 
from your yobber 





























CROSS 


EAST JAFFREY,N.H. 








To completely satisty your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 














PLEASE .... 


your change of address 
to the CIRCULATION DEPARTMENT 
least 3 WEEKS before 


you move 


at 


HARDWARE AGE 
239 West 39th Street New York, N. Y. 
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AGAIN RAY-O-VAC STEPS 
AHEAD WITH THE SMARTEST 


“LITTLE SPOTLIGHT” 


EVER DEVELOPED ... 


Here it is . . . a junior streamlined flashlight 
small enough to fit in the pocket (6%" long 
overall; 1+" in diameter), yet powerful enough 
to out-dazzle the ordinary searchlight. Pre- 
focused to micrometric tolerances, Bullet 
Beam Jr. delivers a full, round, diamond- 
clear beam. Heavy chrome-plated. 


CULE eee WY) HERE'S THE CELL 
3 ND THAT SELLS~ Uni 
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>> ~ package of 12 Nu.1 RAY-O-VAC 

Y e . cells (to fit BULLET BEAM JR.) 

Y Yy a costs you 78c, brings you *1.20. 

‘: q Unit package of 48 No. 2 RAY- 

_ 6, O-VAC cells (to fit standard sized 
Yy % flashlights) costs you *3.12, 
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New MIICOoR. 


Steel Fenee Posts 
added to the MixCoR. line 


LONG with Mélcor Roofing and Milcor Rain-Carry- 
ing Equipment, the new Milcor Steel Fence Posts 

give you a real combination for low inventory and 
quick turnover on steel products for the farm. * You 
can stake your reputation on these new fence posts. 
They stand up under all kinds of punishment, hold 
down the farmer's fence investment over a period of 
years — creating loyal customers for you. * These 
talking points close sales quickly: (1) Milcor Steel 
Posts are easily driven in hard or soft soil... end the 
back-breaking labor of digging and tamping: (2) Can't 
rot or split. Coated with green weatherproof paint 
which prolongs life, adds to appearance; (3) Built to 
absorb shocks and strains. Fencing is securely fas- 
tened by Special Clips; (4) Promote safety. If lightning 
hits wire, posts ground it — preventing injury or death 
to cattle near fence. * Get the “lion’s share” of the 
fence post business — with these new Milcor Steel 
i Posts that successfully meet farm requirements. Write 


for free, colorful bulletin giving complete information. 
G-42 
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MrcooR. STEEL Con MPANY 


MILWAUKEE, WISCONSIN ANTON. OHIO 
CHICAGO, ILL., KANSAS CITY, MO LA R > WI NTA, GA 
NEW YORK, N.Y ROCHE i ALTIMORE, MI 

Sales Offices: Minneapolis, Minn 
Denver, Colc Washington, D. ¢ 
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Left: Channel Post. Combines a 
with light weight. Special Clip ho 
fence through punched openings Z 
face of post. Secure anchor plate. 


Real Selling Features in this new post tired steel, Siurdy lugs held weight 
of fence. Special Clips easily attach 
fence wire to post. Secure anchor plate. 


Milcor End and Corner 
Posts 


Provide maximum resist-~ 
ance to strain on fence. 
Best results are ob- 
tained when these 
posts are set in con- 
crete. 
have one brace; 
corner posts have 
two braces. Paint- 
ed green. 
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Complete line 
of Accessories 













End posts 























Milcor Post Driver 


(at left) A safe, easy 
way to put in proper- 
ly aligned posts. One 

man can usually drive {jf 
more than 200 posts j 
per day. ; 


Milcor Post Puller 


(at right) Fits all stand- 
ard types of studded 
tee, punched tee, and | 
angle posts.Eliminates 
hard work in pulling ¢ 

posts out of ground, § 
no matter how deep { 
they may be driven. § 


1843-Suppzian's MWETY,SIX YEARS OF HONORABLE SERVICE-1959 


SHAPLEIGH 


No. 
DE27KS 
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BOLT WITH 
DOUBLE LOCK BRASS 
MNUT AND WASHER 


“QuatiTy CoWTS” ~é6lip erocy. 


(eecvramen CUTLERY is” 
JAsk THE USER \\| COMPLETE 


" SEE OUR SALESMAN 


“DIAMOND EDGE 1S_A QUALITY PLEDGE” 
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